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ABSTRACT
Self-Framing of Women in U.S. Politics on Instagram
Madison Marie Parks
School of Communications, BYU
Master of Arts
This study explored how women involved in U.S. politics visually framed themselves on
their Instagram pages. While recent research in political communications examined the use of
Facebook and Twitter, few studies assessed Instagram’s role in the game of politics. Guided by
political and visual framing theories, a quantitative content analysis of Instagram posts (N =
1,947) from women involved in U.S. politics was conducted. This examination allowed for an
exploration of how these public figures framed themselves on Instagram and the extent to which
they shared personal content, despite their varied involvement in U.S. politics. Results showed
that: both Democrat and Republican women shared political content more often than personal
content; Instagram affords a visual-first emphasis for different political issues; and women most
often framed themselves as the credible, ideal stateswoman, while still showcasing their
personality. Implications for this study affirm Instagram as a legitimate political communications
platform, despite its reputation as a food and travel haven.
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Self-Framing of Women in U.S. Politics on Instagram
A better understanding of social networking sites (SNSs) beyond Facebook, Twitter, and
YouTube has become necessary as social media becomes increasingly pivotal in political
communications strategies. Though traditionally known as the platform for beautifully curated
images, there has been a growing trend of more serious discussion on Instagram, and scholarly
research on Instagram (Muñoz and Towner, 2017). This study built on framing theories from
Entman (1993) and Grabe & Bucy (2009). Through an analysis of female political players in the
U.S. on Instagram, this study examined how women involved in U.S. politics framed themselves.
In the aftermath of the 2016 U.S. presidential election, women in U.S. politics openly
shared tidbits of both their political and personal lives on Instagram. For example, then-press
secretary Sarah Huckabee Sanders posted a photo of cakes she made for the Super Bowl
(Sanders, 2019), and U.S. Representative Alexandra Ocasio-Cortez shared her political opinions
with her 3.1 million Instagram followers (Ocasio-Cortez, 2018). Former U.N. ambassador Nikki
Haley showed followers her living room full of moving boxes (Haley, 2018), U.S. Senator
Kamala Harris shared a picture from her childhood (Harris, 2019), and First Lady Melania
Trump posted a filtered selfie for New Year’s (Trump, 2019a). Though mixing personal and
political content seems counterintuitive in the cutthroat environment of U.S. politics, women are
doing it anyway.
Women in U.S. politics have embraced this new form of personal branding outside of
Facebook and Twitter (Enli, 2017). An Internet search showed that most of the 2016 presidential
candidates maintain active Instagram accounts, and younger, freshman politicians such as
Alexandria Ocasio-Cortez and Tulsi Gabbard also used Instagram to share moments from
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important meetings, screenshots of tweets, and videos talking with their supporters. This direct
connectedness and seemingly relatable content may explain why people prefer and trust social
media more than traditional news (Enli & Rosenberg, 2018; Weeks, Ardevol-Abreu, & Gil de
Zuniga, 2017).
This study sought to add to communications scholarship by exploring how women in
U.S. politics are framing themselves on Instagram. The current study focused on self-framing
among female figures in U.S. politics because previous framing studies either focused on male
figures in politics (Grabe & Bucy, 2009), or on how men and women were framed by third
parties, such as the media (Carlin & Winfrey, 2009; Finneman, 2015; Bystrom, Robertson, &
Banwart, 2001). This study explored how women in politics specifically framed themselves,
rather than how the media and others framed them.
Review of Literature
Female Portrayals in U.S. Politics
In 2018, a record number of women were elected to the U.S. Congress (Edmonson &
Lee, 2019). Though women only represent 23.6% of the 535 seats in the House and Senate
(Rutgers, 2019), they’ve sponsored more bills than their male counterparts (Gonyea, 2018).
Additionally, research has shown that female members of U.S. Congress (MCs) carry out their
legislative duties differently from male MCs, primarily related to the type of legislation they
prioritized, such as education, women’s health, and children’s issues (Gonyea, 2018; Schmitt &
Brant, 2019). This echoed Norrander & Wilcox’s (2008) finding that women were more
supportive of liberal candidates and policies than men. Traditional stereotypes for political
officials still maintain that masculine traits such as dominance and competitiveness are more
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effective than more feminine traits such as compassion and collaboration (Schmitt & Brant,
2019). This observation led Schmitt & Brant (2019) to ask, “How do women go about ascending
the ranks of the US Congress and beyond when the institution is gendered and the public and
their colleagues alike view leadership through the lens of masculine traits?” (pp. 288–289).
While the tendency of a female politician is to appear more masculine in order to hold her
own with male counterparts (Brown, Phills, Mercurio, Olah, & Veilleux, 2018; Ha, 2018),
embracing her femininity may actually play to her advantage. Fountaine (2017) explained that
social media messaging has a more feminine communication style (e.g., personal, conversational,
interactive), so women may embrace social media language more naturally than men. Ha (2018)
took it a step further and used the concept of “hybrid masculinity” to explain how women
balanced masculine and feminine characteristics in order to frame themselves as equal parts
capable and compassionate.
For the purpose of this study, “women in politics” referred to women who were members
of the 2019 U.S. Congress, women who were appointed by President Trump’s administration, or
women in positions of leadership at key national advocacy groups (e.g., Planned Parenthood,
National Rifle Association). This study defined national advocacy groups as groups in the United
States that work to influence national policy on social and political issues and have more than
one million supporters/members. For these national advocacy groups, “women in positions of
leadership” referred to women who were on the group’s senior staff, held a C-level title, or
publicly represented the company. Examples of these figures included Congresswoman
Alexandria Ocasio-Cortez, White House advisor Ivanka Trump, Senator Elizabeth Warren, First
Lady Melania Trump, and NRA spokesperson Dana Loesch.
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Social Media and Politics
The landscape of political discussion on social media has completely transformed over
the past decade of scandals, elections, wars, regime changes, protests, and social movements
(Frick, 2016; Perloff, 2015; Sánchez-Villar, 2019). The one-on-one nature of SNSs has given
politicians (Manning, Penfold-Mounce, Loader, Vromen, & Xenos, 2017), journalists (Hedman
& Djerf-Pierre, 2013), and activists (Sandoval-Almazan & Gil-Garcia, 2014) alike a direct line
of communication to their followers. The snowball effect of SNSs created a complex ecology of
hashtags, viral memes and videos, citizen journalists (Shin & Thorson, 2017; Yardi & Boyd,
2010), “fake news” (Alcott & Gentzkow, 2017; Krzyzanowski & Tucker, 2018; Mihailidis &
Viotty, 2017), dual screening (Zuñiga & Liu, 2017), and social media influencers (Daniel Jr.,
Crawford Jackson, & Westerman, 2018; Khamis, Ang, & Welling, 2016), to name a few.
Scholars in this growing body of knowledge have scrambled to cover the latest social
media trends and phenomena, especially pertaining to politics. Recent political communications
research especially focused on fake news (Alcott & Gentzkow, 2017; Krzyzanowski & Tucker,
2018; Mihailidis & Viotty, 2017), the polarizing effects of citizen journalism (Shin & Thorson,
2017; Yardi & Boyd, 2010), the politicization of Twitter (Yardi & Boyd, 2010), and the
remarkably unparalleled events surrounding the 2016 U.S. presidential election (Bennett, 2015;
Blair, 2015; Jackson, 2016).
Politics on Instagram. More recently, there is a growing trend of political discussion on
Instagram. The topic of abortion, for example, boasted more than 458,000 posts on Instagram in
2019, while the term politics accounted for nearly five million posts. While plenty of research
has focused on the amplifications of Twitter in politics (Enli, 2017; Gregg, 2018; Krzyzanowski
& Tucker, 2018; Manning et al., 2017; Vargo, Guo, & Amazeen, 2018), there was a minimal
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amount of research available on Instagram’s role in politics (Muñoz & Towner, 2017), especially
among female figures. In order to appreciate the magnitude of Instagram as a political
communications tool, it is important to understand its explosive growth in recent years.
In 2012, Facebook announced it would acquire Instagram for $1 billion (Basu, 2012).
Instagram’s photocentric nature is projected to draw more than 120 million monthly active users
by 2020 (Statista, 2018) and now currently commands 53 minutes of users’ time per day on their
mobile devices (Molla & Wagner, 2018). In 2017, Instagram surpassed Snapchat in terms of
daily use among monthly active users (Molla & Wagner, 2018). Furthermore, Alhabash & Ma
(2017) found that users preferred Snapchat and Instagram to Facebook and Twitter. This
preference may be explained in part by its image-heavy, text-light format, which was found to be
preferred by users who were overwhelmed by the textual, ad-heavy nature of Facebook (Perrin &
Anderson, 2019).
Instagram’s features include stories, live videos, Instagram TV, and highlights. Stories
and live videos are impromptu features that showcase unedited, in-the-moment content. For
example, NRA spokeswoman Dana Loesch often filmed from her home office offering
commentary on recent news stories and recent radio episodes (Loesch, 2019). Alexandria
Ocasio-Cortez used the highlights feature (highlights are pinned Instagram stories) to feature
archived moments including her congressional campaign journey, her various pep talks to
followers, and her community gardening project (Ocasio-Cortez, 2018). These features explain
why Shane-Simpson, Manago, Gaggi, & Gillespie-Lynch (2018) found Instagram to be the most
trusted social media platform among social media users, when compared with Twitter and
Facebook.
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Blake (2015) noted Instagram’s potential for political content, despite beautiful images
being a staple of its aesthetic (Shane-Simpson et al., 2018). Though posting text-heavy images,
memes, and screenshots on Instagram may be a stylistic faux-pas, the engagement these posts
receive is undeniable (Gilpin & Thornton, 2017). The move toward image-focused posts gave
way to more substantive content such as news headlines and screenshots of tweets or arguments
from other social media platforms. In particular, the “polyvocality” that memes provide for users,
with the mix of pop culture and social commentary, may explain why these posts are so engaging
among Instagram’s microcosms of political accounts (Gilpin & Thornton, 2017, p. 56). With the
growing importance of having identity-centric social media platforms with a strong visual bent in
the permanent political communication process, political leaders’ mass presentation of self has
increased in importance (Ekman & Widholm, 2017; Muñoz & Towner, 2017). During the 2008
U.S. presidential election, then-candidate Barack Obama primarily used Twitter and Facebook
(Bimber, 2014; Cogburn, D., Espinoza-Vasquez, F., 2011). Because social media has evolved
since then, particularly with the rise of Instagram as a platform, this study sought to add to this
line of political communications research.
While academia revealed some findings on Instagram’s role for politicians abroad, few
studies exist in the United States. In Spain, a content analysis revealed that congressmen were
underutilizing the platform’s potential to humanize themselves and connect more directly with
constituents (Selva-Ruiz & Caro-Castaño, 2017), while a similar analysis in Scandinavia
revealed a trend of “visual political communication” and “digital lifestyle politics” among
Swedish politicians (Ekman & Widholm, 2017). This global trend exemplifies politicians’
attempts to visually frame themselves in ways that connect them to voters, the achievement of
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which may be fostered by SNSs. Additional research is necessary to examine Instagram’s role
for women in politics and framing of political campaigns (Muñoz & Towner, 2017).
Women’s use of social media. Recent research has examined female political figures’
social media use of Twitter. Multiple studies have found that female politicians tweeted more
often than their male counterparts (Evans, Ovalle, & Green, 2015; Wagner, Gainous, & Holman,
2017). Wagner et al. (2017) evaluated whether Twitter would be advantageous for females
running for candidates, revealing that female Republican candidates who tweeted more increased
their vote share, while the opposite was true for Democrat female candidates.
Specifically for campaigning on Twitter, research showed that female candidates in the
2012 congressional elections tweeted more frequently and with more negative content than male
candidates (Evans & Clark, 2016; Evans et al., 2015). The finding that females use “attack-style”
rhetoric on Twitter contradicted aforementioned stereotypes that female politicians were more
collaborative and compassionate than men (Evans & Clark, 2016). Furthermore, Evans et al.
(2015) found that women were more negative than usual during campaign cycles, indicating they
may adjust their social media content when an election is at stake.
Though not a political candidate, former First Lady Michelle Obama’s social media portrayed
her as playful, humorous, and a companion to her husband ‘the President,’ did better than more
serious content, as the former framed her in alignment with previous First Ladies (Paul &
Perreault, 2018). The current study sought to add to this line of research by understanding how
women in U.S. politics, not restricted to candidates, visually framed themselves on Instagram.
Women’s use of Instagram. Women in Congress, along with other major female figures
in Washington, are turning to Instagram to connect with constituents. For example, White House
adviser Ivanka Trump shared a photo of herself sitting with her son on the kitchen counter while
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they ate fast food (Trump, 2019b), and U.S. Senator Elizabeth Warren posted a video of herself
making calls from her kitchen to thank her supporters (Warren, 2019). Considering the societal
stigma that women are expected to appear as though they can do and have it all (Tiggemann &
Barbato, 2018), some women in positions of political power use Instagram to prove their fun side
(Wright, 2018). For example, Planned Parenthood’s former president, Dr. Leana Wen has more
than 7,000 Instagram followers, and her posts often featured the organization’s key messages;
however, she also used her account to share images of herself “striking a pose” and taking selfies
with activists (Wen, 2018). Women also use Instagram for more serious matters. Speaker of the
House Nancy Pelosi participated in a roundtable discussion with veterans and First Lady Melania
Trump used Instagram to promote her #BeBest campaign and show her support for the armed
forces.
While it can be an effective marketing tool for gaining influence and popularity,
Instagram can also establish a false narrative that makes life seem simpler and more glamorous
than it actually is (Faleatua, 2018). Faleatua (2018) emphasized the difference between appearing
authentic and being authentic. When a woman’s posts appeared too perfect (e.g., too filtered,
polished, calculated), they could come across as inauthentic, or make the woman appear as if she
is trying too hard (Faleatua, 2018). This in turn makes them less relatable (Faleatua, 2018). An
element of amateur-ness is key to relatability (Baldwin-Philippi, 2019). Practices of posting
candid images and “real talk” captions “contribute to a performance of authenticity” (BaldwinPhilippi, 2019, p. 378).
Framing in Politics
This study leveraged framing theory to understand how women in U.S. politics framed
themselves on social media. Entman (1993) defined framing as highlighting certain “aspects of a
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perceived reality” in order to make them more salient in a message (Entman, 1993, p. 52). In
communications, a frame refers to “the words, images, phrases and presentation styles that a
speaker (e.g., a politician, a media outlet) uses when relaying information about an issue or event
to an audience” (Chong & Druckman, 2007, p. 100). In other words, a media frame “provides
meaning to an unfolding strip of events . . . The frame suggests what the controversy is about, the
essence of the issue” (Gamson & Modigliani, 1987, p. 143). Though people’s opinions can also
be influenced by preexisting schemas and world views, these frames can have a powerful impact
how people form opinions and interpret issues (Funk & Coker, 2016; Scheufele, 1999).
Visual framing. Visual framing literature particularly relevant to the current study
included Grabe & Bucy’s (2009) framework for visual framing, which categorizes the media’s
portrayal of political candidates into three types: the ideal candidate, the populist campaigner,
and the sure loser. In using this framework, Goodnow (2013) found that “political images
gravitate toward one of these frames” (p. 1586). The ideal candidate frame spotlighted politicians
as stately, regal, poised figures who were trusted experts. Oppositely, the populist campaigner
frame emphasized the politician’s relatability to the everyman—someone “of the people” who
possessed ordinariness and appealed to the masses. The sure loser, though not relevant for the
current study, was the frame media used to portray a candidate as the one likely to lose the
election. While Grabe & Bucy (2009) looked at how the media frame candidates into these three
frames, the current study, instead examined how political figures framed themselves.
The Ideal Candidate. The first of these frames, the ideal candidate, was based on the
traditional characteristics that voters believe a candidate should possess. Research showed these
characteristics include physical appeal, personality, leadership abilities, honesty, and stances on
key issues (Grabe & Bucy, 2009; Nimmo & Savage, 1976). Other studies on voter perception
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also identified compassion, honesty, sincerity, integrity, and warmth to be of equal importance
(Kinder, 1986; Nimmo & Savage, 1976; Trent & Trent, 1997). Grabe & Bucy (2009) used these
findings as the basis for the ideal candidate frame, with a specific focus on statesmanship and
compassion.
Visual manifestations of statesmanship portrayed the candidate as powerful, capable, in
control, and able to lead a country. These manifestations included imagery of the candidate seen
with influential leaders and celebrities, demonstrating patriotism, wearing a suit, and addressing
supporters (Grabe & Bucy, 2009, p. 103). Seeing the candidate appear “with high-ranking peers .
. . serves as implied endorsements of candidates and cultivates perceptions of competence and
credibility” (Grabe & Bucy, 2009, p. 102).
Framing plays an important role in how political figures are perceived by the public
(Funk & Coker, 2016). Political science research has also identified characteristics related to the
ideal candidate frame. Funk & Coker’s (2016) study on how objectifying messages affect
perceptions of female candidates utilized Bjerke & Hansen’s (2012) six-item credibility scale
that included measures such as honesty, observed power, and seriousness. Similarly, Bystrom,
Robertson, & Banwart (2001) assessed visual media coverage of U.S. Senate and gubernatorial
candidates by measuring cues such as personal tone, candidate honesty, calls for change, and
candidates’ endorsements. Another visual framing study worth mentioning looked at how the
media and the White House portrayed then First Lady Michelle Obama in terms of femininity,
including cues such as feminine touch and maternal role (Mortensen, 2015). The current study
sought to add to this line of research by examining how women in politics framed themselves as
political figures instead of how they framed themselves as women.
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The Populist Campaigner. Opposite the ideal candidate is the populist campaigner, an
everyman whose fight was with the self-serving elites. The populist campaigner’s visual frame
was based on symbols of mass appeal and ordinariness. Grabe & Bucy (2009) specified nine
categories to operationalize this frame, including celebrities, large audiences, interacting with
crowds, informal attire, and interacting with ordinary people. Though appearances with
celebrities seemed to be more aligned with the elitist, ideal frame, Grabe & Bucy (2009) defined
celebrities as popular TV personalities and well-known entertainers, who served as “symbols of
populist devotion, transfer their cultural appeal to political candidates through joint appearances
and endorsements” (p. 107).
Other political science research has previously attempted to identify populist
characteristics. Regarding trust in the age of social media, Enli & Rosenberg (2018) revealed that
populist politicians seemed more authentic to their followers. Enli & Rosenberg (2018) also
defined populist candidates as those who advocate for absolute sovereignty, anti-elitism,
outspokenness, and fragmented messaging. The same study found that voters trusted candidates
who were populist or female more than candidates who were traditional or male; cues of
populism included real and authentic. Similarly, Grabe & Bucy’s (2009) frame for populism
included fragmented sentences, images of “relating to everyday people” and portrayals “as an
everyday citizen” (pp. 106–107). Finally, populists have also been characterized by their
Manichean discourse, or framing politics as a fight between good and evil. Though this is seen
through their anti-elitist, “casual dress” and speech, it has also manifested as imagery that framed
them as “one of the people,” through both engaging in physical activity and interacting with
“common folk” (Grabe & Bucy, 2009, p. 291).
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The Sure Loser. The third frame is the sure loser, who the media framed as the outcast
and losing candidate. Because the current study examined how women involved in politics
framed themselves, this frame was not used in the methodology, as most politicians do not
intentionally frame themselves as losers. Visual manifestations of this frame included
disapproving audiences, small turnouts, and examples of poor behavior by the candidate.
Visual framing on social media. Specifically for Instagram, Shane-Simpson et al. (2018)
found that users preferred the platform because of its visual imagery and even suggested young
people relied on visual communication more than older people did. Further, research has shown
that specific attributes of political photos can influence a politician’s image. Jung, Tay, Hong,
Ho, & Goh (2017) observed that Singaporeans more positively perceived politicians who
displayed images of public life, rather than private life, as well as those who used active voice in
their Instagram posts. This character perception was then found to mediate voting intention of
viewers. Thus, the following hypothesis is posed:
H1: Women involved in U.S. politics frame themselves on Instagram as the populist more
often than the idealist.
Political parties on social media. Additionally, this study explored how Democrats and
Republicans used these visual frames on Instagram. Vraga (2015) revealed that exposure to
content homophilic with one’s beliefs, political expression, and political participation all differ
for Republicans and Democrats. Not only did Republicans and Democrats use SNS differently,
but Republicans’ posting of political content was positively associated with greater political
activity, while it was not significantly associated for Democrats.
More recent research on political polarization, expression, and activity have reached
varied conclusions. Bode et al. (2017) found that the use of social media for political
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campaigning positively predicted participation in the political process, with Facebook and
Twitter being the most common go-to platforms for political news dissemination. The same
study found that the role of social media differed for political participation (rallying, protesting,
etc.) and voting, with participation being a more natural product of social media use, while
voting could be considered a separate behavior. Consumption of political news on social media
positively impacted political participation but did not affect voter likelihood in the state’s
election recall.
Additionally, Bode et al. (2017) explored the concept of political conscientiousness,
which is a step beyond polarization; polarized opinions and viewpoints foster an abnormally high
level of citizens’ political activity in local communities. In the case of this study, long-term
trends of polarization extended to the point of constituents’ resentment towards public service
members of their own communities. Along with Bode et al. (2017), Bail et al. (2018) also
identified the effects of polarization for different political parties on social media. Congruent
with other findings that exposure to politically incongruent content worsens polarity (Bail, 2015;
Nyhan & Reifler, 2017), Bail et al.’s (2018) research also concluded that opposing political
views actually exacerbated polarization. When Democrats were exposed to conservative content
and vice versa, each party members’ views actually became more liberal or conservative,
respectively. Therefore, the first and second research questions are as follows:
RQ1: Is there a difference in framing techniques among Democrats and Republicans?
RQ2: Does the figure’s involvement in politics (e.g., Congress, the White House, or
advocacy groups) determine how she frames herself on Instagram?
The personalization of politics. Bennett (2012) identified the trend of personalized
politics in tandem with the rise in reality TV, mass narcissism, personal media devices, and
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communication technologies. The mainstream news previous to social media were the foremost
distributors of news about politicians (Hamelink, 2015); however, with the tap of a “post”
button, politicians can now set their own agendas and create their own image (Lalancette &
Raynauld, 2017; Muñoz & Towner, 2017).
Through personal social media accounts, politicians can post visual content to help
maintain a positive image for the public. In order to fulfill certain campaign objectives,
politicians “strategically employ visual frames in traditional and online media” (Muñoz &
Towner, 2017, p. 293). Bennett (2016) explained that the use of visual rhetoric in political image
management can provide specific message framing to resonate with viewers. Self-framing is
especially necessary in political communications, where politicians seek to persuade voters to
support their position by framing the issue from a preferred perspective (Chong & Druckman,
2007). Hallahan (2011) named three levels of framing useful for politics: framing by sources,
framing by intermediaries (including news media), and framing by message recipients.
With politicians’ direct access to constituents on social media, a shift takes place from
framing by intermediaries to framing by sources; politicians have a direct line of communication
to their followers (Fountaine, 2017). Put another way, social media gives politicians (the source),
direct access to their followers, thus minimizing the control that intermediaries, such as media
news outlets, have over a politician’s image. This direct access and seemingly authentic content
from the source itself may explain why people prefer and trust in social media more than
traditional news (Enli & Rosenberg, 2018; Weeks et al., 2017). More so than the political parties
themselves or institutions, politicians themselves—or “political personalities” (Mickoleit, 2014,
p. 2)—are highly popular on social media, especially since they often post more personalized
content (Lalancette & Raynauld, 2017; Merco Press, 2019; Page & Duffy, 2018).

15
Personal branding in politics. With the evolution of social media, it seems that anyone
with a loud enough megaphone—elite politician or average citizen alike—can frame an issue
(Fountaine, 2017; Gilpin & Thornton, 2017). Traditionally, the nature of media discourse
depended on a select handful of top-tier news broadcasts and newspapers (Scheufele, 1999);
however, with the growth of alternative news and social media, the power has shifted from the
media to the politicians and political leaders themselves (Fountaine, 2017). An increase in voices
vying for the attention of the American public also means a growing number of frames per issue
(Chong & Druckman, 2007). The same study found that the more persuasive the argument or
position was, the stronger its frame was considered by participants (Chong & Druckman, 2007).
Personal branding on Instagram. Similar to Twitter, Instagram was a new platform on
which elites and societal influencers could provide a behind-the-scenes glimpse into their daily
life (Sanders, 2019; Selva-Ruiz & Caro-Castaño, 2017). This opened the floodgates to all kinds
of industries and personae joining the platform; entities around the world, from newsrooms and
universities to elected officials and celebrities have added Instagram to their social media
portfolios. There are many “hyper-personal affordances of computer-mediated communication”
that encourage influencers to share personal content (Shane-Simpson et al., 2018, p. 285).
Instagram has been considered a standard platform for personal branding (Green, 2016;
Vitelar, 2019). Vice named 2010–2019 the “Influencer Decade” (O’Neill, 2019), as advertisers
spent nearly $1.6 billion on Instagram influencer ads in 2018 alone (MediaKix, 2018).
Influencers are social media stars who use their large followings to build a personal brand and
sell products for companies (O’Neill, 2019). Duffy and Pooley (2019) identified the 21st century
celebrity as a biproduct of society’s obsession with visibility and self-promotion. Recent
literature identified Instagram as a personal branding avenue for professional athletes, screen
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stars, politicians, journalists, industrialists, and even television talk show guests (Duffy &
Pooley, 2019; Green, 2016; Tofoletti & Thorpe, 2018).
Social media tactics for developing a personal brand included both micro-celebrity
techniques and parasocial interactions. Senft (2008) defined micro-celebrity as “a new style of
online performance in which people employ webcams, video, audio, blogs, and social
networking sites to ‘amp-up’ their popularity” (p. 25). Parasocial interactions magnified personal
branding efforts by allowing influencers or self-promoters to develop relationships with
followers by interacting via responding to comments, providing tips, or liking followers’ photos
(Daniel, Jr. et al., 2018). These tactics were common for influencers, and politicians have joined
in on these trends.
Research has also shown the benefits of politicians’ disclosure of personal information on
social media (Lee, Oh, Lee, & Kim, 2018). Lee et al. (2018) explained how the “personal
disclosure on social media can be seen as a part of the increasing trend of personalization of
politics” (p. 382). They found that male politicians on Facebook who shared personal
information were perceived as more likeable, but female politicians who did the same were seen
as less competent. The authors identified this contrast as a double standard, congruent with
previous research on role congruity theory, which explores why women are often “penalized for
seeking power” when they attempt to contrast gender stereotypes (Lee et al., 2018, p. 383). This
study aimed to better understand how women in politics personalized their content on Instagram,
which is addressed by the second hypothesis:
H2: Women in U.S. politics share more personal than political content on Instagram.
Aging in politics and social media. This study also assessed how age affects women’s
self-framing on Instagram. Due to age requirements to run for office the general life experience
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needed to run and win elections, and the disposable income needed to leave the private sector,
age representation in Congress skews disproportionately older than the age representation of the
American public (Curry & Haydon, 2018). Lawmakers older than 65 typically comprise a
quarter of the House and about half of the Senate (Curry & Haydon, 2018). Additionally, Curry
and Haydon (2018) found that older members of Congress were more likely than younger
members to introduce legislation on “senior issues.”
Despite this age disproportion between U.S. Congress and U.S. citizens, millennial
Americans have become increasingly politically active, which some scholars attribute to the rise
of social media use (Oakley, 2017). There are conflicting findings on how different generations
use social media for politics. Halpern & Gibbs (2013) identified various affordances on YouTube
and Facebook that served as catalysts for fostering political deliberation, and more recently, the
Millennial Impact Report (Scott, 2016) revealed that two-thirds of respondents said they post
political content at least once per week on social media. On the other hand, in a comparative
analysis of social media use among millennials and Generation X, Kruse, Norris, & Flinchum
(2018) found that both generations avoid political discussion on social media, or heavily control
who among their networks see their political content. Thus, the study also explored the following
question:
RQ3: Is there a difference in framing techniques on Instagram among younger versus
older women involved in U.S. politics?
Engagement
Finally, this study sought to understand whether certain frames or types of Instagram
posts received better engagement among followers. Previous research has identified Instagram as
the likeliest platform for engaging with brands, as its visual nature allows users to interact with
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strangers through their pictures (Phua, Jin, & Kim 2017). Additionally, the same study identified
Instagram as the likeliest platform for users to show loyalty to brands and to be committed to the
brand’s community. This is relevant to the present study, which explores how women frame
themselves, or their personal brand, among their individual communities of followers. Current
research has also explored engagement among different types of content. Dolan, Conduit, Fahy,
and Goodman (2016) found a difference in social media engagement among informational,
entertaining, remunerative (e.g., contests and sweepstakes), and relational content (e.g.,
providing feedback, comments), but there was limited research available on personal versus
political content. Thus, the second research question explore this concept:
RQ4: Is there more engagement (via number of comments and likes or video views) on
Instagram posts that contain personal content or posts that contain political content?
While current literature reveals findings on the portrayal of political leaders themselves, an
exhaustive review did not find many studies on how women in politics framed themselves on
Instagram. One study examined governments’ social media use in general (Mickoleit, 2014) and
others focused on political activism through social media (Sánchez-Villar, 2019; SandovalAlmazan & Gil-Garcia, 2014).
Previous research has indicated the viability of Instagram as a platform for conveying
political messaging through imagery (Blake, 2015; Ekman & Widholm, 2017; Jung et al., 2017;
Lalancette & Raynauld, 2017; Muñoz & Towner, 2017). This study sought to add to scholarship
on political communications by exploring how women involved in U.S. politics framed
themselves on Instagram.
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Methodology
Content Selection Procedures
This study examined Instagram posts of women involved in U.S. politics. These political
figures either held positions in the 2019 U.S. Congress (N = 20; 10 Democrats and 10
Republicans), were appointed by the Trump administration (N = 8), or were in positions of
leadership in key national advocacy groups (N = 3; e.g., Planned Parenthood, NAACP, NRA).
This list of Instagram accounts was constructed from lists that contained the 127 women in the
2019 U.S. Congress (Rutgers, 2019), the 20 women in the Trump Administration (Kerns, 2018),
and the 63 women involved in national advocacy groups (Appendix C; Hastley, 2011; Hawkins,
2018; Henry Buhl Library, 2019; Leach, 2014; Renbaum, 2018; Wilson, 2017).
From the complete list of women, the researcher selected the top 10 Democrat and
Republican members of Congress who had the most Instagram followers (Appendix D), along
with all women in national advocacy groups and members of President Trump’s administration
who had a public Instagram account. Those who did not have a public Instagram account were
excluded from the sample. Women who left their appointments in the Trump administration (see
Kerns, 2018) were not included in the sample (e.g., Sarah Huckabee-Sanders). Additionally,
women involved with the Trump 2020 re-election campaign, including leaders of the Coalition
of Women for Trump, were considered part of the Trump administration because of their use of
Instagram for a political means (Appendix C). Women from national advocacy groups had to
appear on at least two published lists of the nation’s largest lobbies, advocacy groups, and
special interest groups to be included in the sample (Hastley, 2011; Hawkins, 2018; Henry Buhl
Library, 2019; Leach, 2014; Renbaum, 2018; Wilson, 2017). Two groups, Planned Parenthood
and Live Action, did not appear on either of the lists cited but were included in the sample due to
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their dominance in recent political news (Gross, 2020; Olohan, 2019) and pertinence for women
in the U.S. (Leonhardt, 2019; Pierpoint, 2019). A total of 31 women in politics were chosen to be
included in this study.
For this study, the unit of analysis was Instagram posts. The sample (N = 1,947) included
a census of Instagram posts that these 31 women shared to their profile between May 1, 2019 and
July 31, 2019. This three-month period allowed for a variety of content, including periods when
Congress was in session (all weekdays except May 27 and 29, June 7, and July 1, 3, and 4,
2019), and periods that were considered holidays and months of celebration (e.g., Mother’s Day,
Father’s Day, Memorial Day, Independence Day, and LGBTQ+ Pride Month). When Instagram
posts included multiple images, the researcher only coded the first image, since it served as the
cover image on the politician’s Instagram feed. For those political figures who had more than
one public Instagram account, the account with the larger number of followers was chosen.
Coding Definitions
The researcher created a coding sheet and accompanying code book to provide examples
of definitions (see Appendices A and B). Some of the more nuanced definitions from the coding
sheet are worth mentioning here.
Political involvement. First, each figure was coded for both political party (Republican
or Democrat) and for their political involvement, which was either Congress, the Trump
(POTUS) administration, or national advocacy group. Those in Congress were further separated
into election status, which had three options: currently in office and not running for another
position/re-election; currently in Congress and running for re-election; and currently in Congress
but running for President of the United States.
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When assessing whether the post image was idealist or populist, each figure’s
interactions with people were coded as being compassionate (idealist) if either a physical
embrace (e.g., hugging, handshakes) or an interaction with individuals (interacting up close
without physical contact) took place; it was coded as mass appeal (populist) if the woman was
interacting with large crowds or approving audiences without personal, one-on-one interactions.
Another element of the populist frame was the appearance with celebrities, which fell under
mass appeal. Appearances with celebrities were coded for if they were well-known TV
personalities, late night talk show hosts, or well-known musicians, actors, or entertainers.
Appearances on primetime news shows for interviews were considered an element of
statesmanship (idealist) because those interviews established the figure as a credible, wellrespected individual as opposed to a friend of a celebrity.
For caption content, captions were coded to provide context to the image. Posts that
shared a quote from the figure or a peer in a political context were coded as a quote, while posts
that shared a well-known inspirational thought or quote, perhaps on a holiday or in memory of
the fallen, were coded as an inspirational quote.
Finally, when referring to the term “populist,” it is associated with Grabe & Bucy’s
(2009) definition as previously explained. The term “populist” is not meant to be interpreted in
the more recent context of being associated with right-wing populism (Tharoor, 2018).
Coding Procedures
Instagram account. On each woman’s Instagram account the researcher collected the
following information: the number of followers, the figures’ political category (Congress, Trump
administration, or national advocacy group); birth year (to determine age); her Instagram
handle/URL and bio, and political party. Political party was coded as either Democrat or
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Republican as there were no Independent figures in the sample. The researcher also identified the
date and week the coding was conducted.
Coding Instagram posts. The researcher coded both images and videos on each figure’s
profile in order to determine how the figure framed herself. Each post was first categorized as
either an image, a video, a text visual (e.g., infographic or inspirational quote), or a motion
graphic visual (e.g., boomerangs). For images and videos, additional coding further assessed the
components of those visuals.
To account for the variety of visuals shared on Instagram, the researcher categorized each
image as a news story; meme; infographic; selfie—image; selfie—video; news clip; a
professional video produced by the woman’s team (“campaign/produced video”); a natural,
unfiltered video; a screenshot of a news headline; a screenshot of another social media post; a
screenshot or image of a news headline; a natural, unfiltered photo; or a professional, edited
photo. It was important to note the difference between selfie videos and selfie images, as well as
natural, unfiltered photos versus professional ones. Selfie videos require more effort than images,
and selfie videos are often taken to record something exciting happening. Videos make followers
feel even more immersed than images (Kim, 2015), thus the reason for noting that discrepancy.
Videos were examined to gauge the overall intent of the visual, not frame by frame.
Additionally, professional versus unedited photos may indicate whether the woman has a team
helping her manager her Instagram page; more professional photos indicate third-party
assistance.
Caption content. The type of caption featured helped determine the context of the image,
since the images were examined holistically to determine how the figure framed herself. This
section of the coding sheet was adapted from a social media content analysis from Brubaker and
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Wilson (2018), because the study had a similar content analysis procedure that was fitting for the
current study.
Captions were not coded for tone, rhetoric, or formal semantic analysis; they were
leveraged to inform the researcher on the context of the image. Since visual framing is a major
focus of this study, captions will be used to provide context for the image. Caption content
(hashtags, quotes used, commentary, jokes made, etc.) was briefly noted in the coding sheet, but
only for the purpose of informing the researcher on the context of the image. The caption
included any of the following: hashtags; referral to a link in her Instagram bio; quoting an article
or fellow politician; commentary on political issues; sharing a joke (“funny/silly” in the coding
sheet); sharing an inspirational quote, perhaps for a holiday or triumphant moment; a normal
caption about the photo posted; asking a question to solicit engagement; or sharing advice or tips
with followers. An option for “other” was also included for other types of captions not listed
above.
Visual framing. To determine how these political figures visually frame themselves, the
coding sheet included modified question items of Grabe & Bucy’s (2009) stances on visual
framing. As noted in the literature review, Grabe & Bucy (2009) identified three major frames
the media use to frame political candidates: the ideal candidate, the populist campaigner, and the
sure loser. For the purpose of this study, since the political figures were not all candidates, the
frame names were shortened to the idealist and the populist. For this study, this frame will not be
used, since political figures are not likely to intentionally frame themselves as losers. While the
original study examined how candidates were framed by the media, in this study, Grabe &
Bucy’s (2009) framework will be adapted to understand how these political figures are framing
themselves.
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The idealist frame is built on two main subdimensions: statesmanship and compassion. In
the context of this study, statesmanship is defined as possessing qualities of competence,
credibility, and authority. Statesmanship is visually communicated through more professional
images of the figure posing with elected officials and state leaders, patriotic symbols (e.g.,
waving the American flag, putting her hand over her heart), symbols of progress (e.g.,
manufacturing plants), “identifiable entourage (e.g., reporters, aides), platform promises, and
political hoopla (e.g., streamers)” (Muñoz & Towner, 2017, p. 297). For the present study, the
last two items of statesmanship, engaging in an election debate and staff appreciation, were
added by the researcher as sub-elements of political hoopla and identifiable entourage to allow
for deeper analysis.
The other dimension of the idealist is compassion, which is defined for political figures
as possessing warmth, benevolence, and having a “softer side” (Grabe & Bucy, 2009, p. 104).
This is visually communicated through more personal images that “convey warmth and kindness:
children, family associations, admiring women, religious symbols, affinity gestures (e.g., thumbs
up, holding babies), interaction with individuals, and physical embraces” (Muñoz & Towner,
2017, p. 297). Grabe & Bucy (2009) elaborated that the subdimension of compassion is
physically demonstrated through “personal interaction” with supporters, such as listening,
shaking hands, taking pictures, and waving (p. 105). The original scale of compassion (Grabe &
Bucy, 2009) did not break out familial interactions between the figure’s own family and other
families. This was a distinction the researcher added for deeper analysis to understand how
different politicians share content about their families.
The populist (Grabe & Bucy, 2009) embodies the man-of-the-people politician who
opposes the elite statesman. Populists are those political figures who work as noble troupes to

25
fight the self-serving, aristocratic elites (Grabe & Bucy, 2009, p. 105). This frame is built on the
components of ordinariness and mass appeal. Ordinariness (e.g., informal attire, interactions with
ordinary people, physical activity, serving meals to the homeless, reading to hospital patients)
conveys the image that the figure is similar to the follower. For this component of the populist
frame, three items (acts of service, interacting with diverse/minority groups, and district/state
visits) were not part of the original scale for ordinariness (Grabe & Bucy, 2009). These were
added by the researcher for further analysis on how the figures interacted with ordinary people.
Diverse/minority groups included people with non-white ethnicities, people with disabilities, and
the LGBTQ+ community. This was an especially important item to distinguish given LGBT
pride month occurred in June, and many political figures chose to celebrate and post about it.
The other component of the populist frame, mass appeal, indicates that the figure has achieved a
majority popularity among voters (e.g., seen with celebrities, being greeted by large audiences).
This scale was not modified by the researcher.
In order to identify overall whether the political figure is a populist or idealist, the
researcher tallied which frame had more items present and referred to the caption for context,
and then marked the populist or idealist checkbox at the end of the coding sheet. This overall
assessment of whether the post was populist or idealist was separate from the analysis of the
individual components of idealist (statesmanship and compassion) and populist (ordinariness and
mass appeal), which each had a “mark all that apply” section in the coding sheet. Figure 1
illustrates the framing components and their associated question items that were incorporated
into the survey.
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Figure 1. Hierarchy of Visual Framing in Politics
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Figure 1. Hierarchy and structure of the visual framing measures and their individual question
items being tested in the present study. Adapted from Grabe, M. E., & Bucy, E. P. (2009). Image
bite politics: News and the visual framing of elections. Oxford, UK: Oxford University Press.
Political vs. personal content. Posts were also categorized as being political or personal,
which indicated at first glance whether the post was political or personal in nature. For example,
in the example in Appendix C, two posts from former Press Secretary Sarah Huckabee Sanders
portray this difference. The image showed her talking to the press, and the personal one depicted
her eating donuts with her kids. Posts that featured the figure’s family members in a political
context (e.g., her family with her at a speech event) were coded as political.
Engagement. The general elements of social media posts were modified from a recently
published content analysis on brands’ use of visual content to build relationships with followers
(Brubaker & Wilson, 2018). Instagram posts were coded generally for engagement, including the
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number of likes or video views, and comments. The type of visual (e.g., image or video,
screenshot, selfie, meme, news clip, edited video) was also analyzed. These visual variations
were important to distinguish because they can affect the level of engagement (Brubaker &
Wilson, 2018). Engagement was measured in order to indicate the success of the post, which was
important to know for understanding whether personal or political content was more popular
among each figure’s followers.
Intercoder reliability. Cohen’s (1960) Kappa was used to establish inter-coder
reliability (Kalpha > 0.70) for 59 of the 67 elements on the coding sheet. Two coders evaluated
15% of the total number of Instagram posts from the sample and discussed and resolved
variances before coding the remaining posts. Items that did not meet this standard included the
following lowing: visual – interacting with individuals without physical contact (Kalpha = .61);
caption content – political commentary/opinion (Kalpha = .58); post type (Kalpha = .565); visual
– compassion – none of the above (Kalpha = .55); mass appeal – none of the above (Kalpha =
.55); ordinariness – none of the above (Kalpha = .49); caption content – other (Kalpha = .38);
and overall populist or idealist (Kalpha =.17).
Reliability was low for interacting without physical contact, political commentary, and
post type because there were so many “select all that apply” options on the coding sheet that the
coders often had to make a judgement call to the best of their discretion. For the “none of the
above” answer choices for visual/compassion, mass appeal, ordinariness, and caption content,
each of those also had multiple “select all that apply” choices, which again increased the
likelihood of intercoder inconsistency.
To solve the issue of reliability for whether the post was overall populist or overall
idealist, the researcher counted how many question items of each component were present. The
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post was coded as idealist or populist based on which set of components
(statesmanship/compassion or ordinariness/mass appeal) had the greater tally total. When there
was a tie between tallies among different components, the researcher chose the idealist frame as
the default because many times, the post image was idealist, but the caption gave the overall post
a populist context. Because this study focuses on visual framing, the image content was given
priority over the caption content.
Results
Idealist and Populist Framing Techniques
The first hypothesis posited that women in U.S. politics would visually frame themselves
as a populist more than an idealist. A one-sample chi square analysis revealed a significant
difference between the frequency of idealist and populist posts, with female political figures
more likely to visually frame themselves as idealist (N = 1630 ; 83.7%) than populist (N = 317;
16.3%), χ (N = 1947) = 885.449, df = 1, p < .001. Therefore, the hypothesis was not supported
2

and the opposite was true.
The first research question explored whether there was a difference in the visual framing
techniques used by Democrat and Republican women involved in U.S. politics (see Tables 1–6).
To first understand whether or not there was a difference in the overall framing of Instagram
posts, the researcher ran a chi-square test (see Table 1) comparing political figure’s political
party with the post’s overall frame, populist or idealist. The data (see Table 1) revealed a
significant difference in how Republican and Democratic women frame themselves within their
posts, with Democrat women framing themselves as populist 65% of the time and Republican
women framing themselves as idealist 46.4% of the time.
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Table 1
Idealist and Populist Elements (Overall) Among Democrats and Republicans
Idealist
Populist
Political Party
n (%)
n (%)
Democrat
873 (53.6)
Republican
757 (46.4)
χ2 (N = 1947) = 14.023, df = 1, p < .001

206 (65.0)
111 (35.0)

Differences in the use of various components of the populist and idealist frames (idealist:
statesmanship and compassion; populist: ordinariness and mass appeal) were explored in greater
detail among the Democratic and Republican political figures (see Tables 2–6). To measure the
degree to which the political figure was considered a statesman, compassionate, ordinary, or
having mass appeal, the researcher created a composite variable for each of the four components.
The statesmanship composite variable was comprised of eight question items with the
highest score being four, compassion had nine question items with the highest score being five,
ordinariness had seven question items with the highest score being four, and mass appeal had
four question items with the highest score being three. The researcher then ran an independent
sample t-test for each individual post that had components of either statesmanship, compassion,
and ordinariness, or mass appeal. Differences were only run for posts that had an item of the
component. The data revealed a significant difference in Republican or Democratic political
figures’ use of compassion, ordinariness, and mass appeal, but not statesmanship (see Table 2).
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Table 2
Mean Composite Scores of Framing Component by Political Party
Democrat
Republican
Framing Component
n
M (SD)
n
M (SD)

t-value (df)

Idealist
Statesmanship (8)

377

1.491 (.67)

381

1.438 (.70)

1.051 (756)

Compassion (9)

546

1.412 (.63)

540

1.504 (.67)*

-2.329 (1084)*

Ordinariness (7)

381

1.496 (.68)

386

1.381 (.60)

2.504 (751.08)*

Mass Appeal (4)

222

1.239 (.48)

37

1.081 (.28)

2.834 (77.45)**

Populist

Note. Scores reflect the mean composite score of each framing component. Statesmanship was
comprised of 8 items (range 1–4), compassion had 9 items (range 1–5), ordinariness had 7 items
(range 1–4), and mass appeal had 4 items (range 1–3).
*p < .05, **p < .01, ***p < .001
To understand the four components of the populist and idealist frames even further,
Tables 3–6 show the frequency with which each question item that comprised each component
was used among the Democratic and Republican candidates. A chi-square test revealed
significant differences in the use of most items examined.
Items of statesmanship (idealist). The first part of the idealist frame, statesmanship,
examined whether the candidate incorporated imagery that framed her as a stately, credible, and
legitimate figure in politics. A chi-square analysis (see Table 3) showed that Republicans had a
higher percentage of posts that depicted them with elected officials, displaying symbols of
patriotism and symbols of progress (e.g., roundtable discussion, facility tours), and showing staff
appreciation. Democrats had higher percentages of posts that depicted them with an identifiable
entourage, campaign paraphernalia and political hoopla, and participating in election debates. All
question items of statesmanship except for identifiable entourage were statistically significant.

31
Table 3
Items of Statesmanship Among Democrats and Republicans
Democrat
Republican
Item of Statesmanship
n (%)
n (%)
χ2 value (df, n)
With elected officials
73 (30.3)
168 (69.7)
70.294 (1, 241)***
Symbols of patriotism
136 (40.5)
200 (59.5)
36.698 (1, 336)***
Symbols of progress
8 (10.3)
70 (89.7)
67.080 (1, 78)***
Identifiable entourage
34 (58.6)
24 (41.4)
0.248 (1, 58)
Campaign paraphernalia
127 (87.0)
19 (13.0)
63.662 (1, 146)***
Political hoopla
163 (81.5)
37 (18.5)
61.370 (1, 200)***
In an election debate
15 (10.1)
0 (0.0)
12.160 (1, 15)***
Staff appreciation
6 (16.7)
30 (83.3)
22.294 (1, 36)***
Note. The last two items were not part of the original scale (Grabe & Bucy, 2009). These two
were added by the researcher as sub-elements of political hoopla and identifiable entourage for
deeper analysis.
*p < .05, **p < .01, ***p < .001
Items of compassion (idealist). The other part of the idealist frame, compassion,
explored how the figure featured imagery of her as a familial and warm person. There were nine
question items comprising compassion. The data (see Table 4) showed that Republicans had
statistically significant higher percentages of posts that depicted them with their own children
and families, with other children, and interacting with others. Democrats had statistically
significant higher percentages of posts that depicted them showing affinity gestures (e.g., thumbs
up, waving to crowds).
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Table 4
Items of Compassion Among Democrats and Republicans
Democrat
Republican
Items of Compassion
n (%)
n (%)
χ2 value (df, n)
With other children
55 (46.6)
63 (53.4)
3.945 (1, 118)*
With her children
22 (27.8)
57 (72.2)
25.334 (1, 79)***
With other families
13 (40.6)
19 (59.4)
2.882 (1, 32)
With her own family
42 (37.8)
69 (62.2)
14.726 (1, 111)***
Admiring women
150 (51.7)
140 (48.3)
1.882 (1, 290)
Symbols of religion
4 (40.0)
6 (60.0)
0.967 (1, 10)
Affinity gestures
38 (84.4)
7 (15.6)
15.708 (1, 45)***
Physical embraces
140 (50.2)
139 (49.8)
3.618 (1, 279)
Interactions with others
307 (49.6)
312 (50.4)
12.453 (1, 619)***
Note. The original scale of compassion (Grabe & Bucy, 2009) did not break out familial
interactions between the figure’s own family and other families. This was a distinction the
researcher added for deeper analysis of how different politicians share content about their
families.
*p < .05, **p < .01, ***p < .001
Items of ordinariness (populist). The first part of the populist frame, ordinariness,
looked at how often the political figure incorporated items of ordinariness in order to frame
herself as a relatable everywoman, fighting against elitists and for the people. There were seven
question items for ordinariness. When compared against political party, the data (see Table 5)
showed that Republicans had a statistically significant higher percentage of posts that depicted
them in casual clothes, athletic clothes, and visiting their local districts or states. Democrats had
statistically significant higher percentages of posts that depicted them with ordinary people and
with diverse/minority groups.
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Table 5
Items of Ordinariness Among Democrats and Republicans
Democrat
Republican
Item of Ordinariness
n (%)
n (%)
χ2 value (df, n)
In casual clothes
29 (29.3)
70 (70.7)
28.815 (1, 99)***
In athletic clothes
8 (23.5)
26 (76.5)
14.243 (1, 34)***
With ordinary people
152 (63.3)
88 (36.7)
6.941 (1, 240)**
Engaged in physical activity 8 (38.1)
13 (61.9)
2.579 (1, 21)
Acts of service
1 (25.0)
3 (75.0)
1.501 (1, 4)
With diverse/minority groups 182 (83.1)
37 (16.9)
76.558 (1, 219)***
Local district/state visits
190 (39.1)
296 (60.9)
69.854 (1, 486)***
Note. Acts of service, interacting with diverse/minority groups, and district/state visits were not
part of the original scale for ordinariness (Grabe & Bucy, 2009). These were added by the
researcher for further analysis of how the figures interacted with ordinary people.
Diverse/minority groups included people with non-white ethnicities and the LGBTQ+
community.
*p < .05, **p < .01, ***p < .001
Items of mass appeal (populist). Finally, the other component of the populist frame,
mass appeal, examined the presence of imagery that framed the figure as being likeable and wellreceived by large, mass crowds. The mass appeal framing component was comprised of four
question items. The data (see Table 6) showed that Democrats had statistically significant higher
percentages for all four items: pictured with celebrities, large audiences, approving supporters, or
interacting with large crowds.
Table 6
Items of Mass Appeal Among Democrats and Republicans
Democrat
Republican
Item of Mass Appeal
n (%)
n (%)
χ2 value (df, n)
With celebrities
72 (84.7)
13 (15.3)
30.857 (1, 85)***
With large audiences
15 (78.9)
4 (21.1)
4.299 (1, 19)*
With approving supporters
118 (86.1)
19 (13.9)
56.265 (1, 137)***
Interacting with large crowds
70 (94.6)
4 (5.4)
47.785 (1, 74)***
Note. See Appendix B for definitions of these mutually exclusive question items.
*p < .05, **p < .01, ***p < .001
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Political Involvement and Framing Techniques
The second research question asked whether there was a relationship between the figure’s
involvement in politics (e.g., Congress, the Trump administration, or advocacy groups) and the
frame used by the political figure (e.g., idealist or populist). A chi-square analysis (see Table 7)
revealed a statistically significant difference among the figures’ varying political involvement.
Percentage-wise, those who work in the Trump administration and national advocacy groups
shared more idealist content, while those who worked in Congress shared more populist content.
Table 7
Political Frames According to Political Involvement
Idealist
Political Involvement
n (%)
Congress
1226 (75.2)
Trump administration
283 (17.4)
National advocacy groups
121 (7.4)
χ2 (N = 1947) = 49.470, df = 2, p < .001

Populist
n (%)
295 (93.1)
16 (5.0)
6 (1.9)

Personal and Political Content
Next, H2 posited that women in U.S. politics shared more personal content than political
content on their Instagram accounts. This hypothesis was not supported and the opposite was
found to be true. A single-sample chi square analysis revealed a significant difference, with there
being more political posts (N = 1,628; 83.6%) than personal ones (N = 319; 16.4%), χ2 (N =
1947) = 880.062, 1, p < .001.
Additionally, the researcher explored personal and political content by political party. A
chi-square analysis comparing the personal/political variable against political party (see Table 8)
showed that Democrats posted personal content less frequently than Republicans, with 72% of
personal content posted by Republicans and 60.8% posted by Democrats. These differences were
all statistically significant.
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Table 8
Personal and Political Content Among Democrats and Republicans
Personal

Political

Political Party

n (%)

n (%)

Democrat

89 (27.9)

990 (60.8)

Republican

230 (72.1)

638 (39.2)

χ2 (N = 1947) = 116.938, df = 1, p < .001
Personal and political content was also compared against whether or not the political
figure was a member of Congress, a member of the Trump administration/campaign, or a
member of a national advocacy group. A chi-square test comparing personal/political content
with political involvement revealed that figures involved with the Trump administration and
figures in national advocacy groups shared a larger percentage of personal content than political
content (see Table 9). These results were statistically significant.
Table 9
Personal and Political Content Among Different Positions in Politics
Personal
Political
Political Involvement
n (%)
n (%)
Congress
153 (48.0)
1368 (84.0)
Trump administration
113 (35.4)
186 (11.4)
National advocacy groups
53 (16.6)
74 (4.5)
χ2 (N = 1947) = 204.009, df = 2, p < .001
Looking at this data another way, (see Table 10) the data shows women in Congress only
shared personal content 10.1% of the time, while women in the Trump administration shared
personal content 37.8% of the time, and women in national advocacy groups shared personal
content 41.7% of the time, between the months of May through July 2019.
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Table 10
Political Involvement and Personal and Political Content
Political Involvement
Trump
Congress
Administration
Post Type
n (%)
n (%)
Personal
153 (10.1)
113 (37.8)
Political
1368 (89.9)
186 (62.2)
2
χ (N = 1947) = 880.062, df = 1, p<.01

National Advocacy
Groups
n (%)
53 (41.7)
74 (58.3)

Personal and political content was also examined among those political figures who were
only members of Congress, as some members of Congress were running for President of the
United States. A chi-square analysis (see Table 11) revealed that those who were not running for
re-election or President shared more personal content than those running for President.
Percentage-wise, those who were not running for election shared 79% of the personal content
posted among members of Congress, while those running for election shared 47.8% of political
content. The chi-square was statistically significant.
Table 11
Personal and Political Content Among Members of Congress
Personal
Political
Status in Congress
In Congress, not running in an election
In Congress, running for president
χ2 (N = 1947) = 880.062, df = 1, p<.01

n (%)
86 (56.2)
67 (43.8)

n (%)
590 (43.1)
778 (56.9)

Age and Framing Techniques
The third research question explored whether or not there was a difference in framing
techniques among those women who were older versus those who were younger. Age was
broken into three categories: 30–49, 50–64, and 65 and older. Age was determined by the year
each figure was born. A chi-square revealed a significant difference among the groups, with
younger figures sharing more personal content and older figures sharing more political content
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(see Table 12). Of the content shared by women ages 30 to 49, 30.4% of their content was
personal and 69.6% was political. For women ages 50 to 64, 9.8% of their content was personal
and 90.2% was political. For women ages 65 and older, 8.1% of their content was personal and
91.9% of their content was political. The chi-squares were all statistically significant.
Table 12
Personal vs. Political Content by Age
Personal
Age Range
n (%)
Age 30–49
200 (30.4)
Age 50–64
85 (9.8)
Age 65 & older
34 (8.1)

Political
n (%)
458 (69.6)
782 (90.2)
388 (91.9)

χ2 value (df, n), p
142.417 (1, 658)***
49.401 (1, 867)***
27.271 (1, 422)***

Note. See Appendix B for definitions of these mutually exclusive question items.
*p < .05, **p < .01, ***p < .001
When comparing age with populist vs. idealist content, a chi-square revealed a significant
difference among the groups, with younger figures sharing more idealist content and older
figures sharing more populist content (see Table 13). Of the content shared by women ages 30 to
49, 84.2% was idealist. For women ages 50 to 64, 85.7% of their content was idealist, and for
women ages 65 and older, 78.9% of the content was idealist. There was a statistical significance
for the 50–64 and 65+ age ranges but not the 30–49 age range.
Table 13
Populist vs. Idealist Content by Age
Populist
Idealist
Age Range
n (%)
n (%)
χ2 value (df, n), p
Age 30–49
104 (15.8)
554 (84.2)
.165 (1, 658)
Age 50–64
124 (14.3)
743 (85.7)
4.492 (1, 867)*
Age 65 & older
89 (21.1)
333 (78.9)
9.140 (1, 422)**
Note. Appendix B for definitions of these mutually exclusive question items.
*p < .05, **p < .01, ***p < .001
Engagement on political vs. personal posts. Finally, the fourth research question
explored whether there was more engagement on political or personal posts. Engagement for
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videos was identified as video views and comments; engagement for images was identified as
image likes and comments. An independent sample t-test (see Table 14) showed engagement
with political videos (Views M=105,422.65; comments M =659.38) was higher than personal
videos (Views M =81,153.14; comments M =477.83), but neither of them were statistically
significant. Engagement among political and personal images were fairly similar, with no
differences between any of the variables.
Table 14
Engagement Results for Personal and Political Content
Personal
Political
Engagement
n
M (SD)
n
M (SD)
t-value (df)
Videos
Comments
42
477.83 (651.41)
473
659.38 (1,886.50)
-.620 (513)
Views
42
81,153.14 (93,877.43)
473
105,422.65 (189,243.73)
-.822 (513)
Images
Comments
277 431.45 (917.38)
1151 430.83 (1,002.98)
.009 (1426)
Likes
277 20,911.54 (36,440.51)
1151 19,250.99 (44,618.98)
.575 (1426)
Note. Views are the primary unit of engagement for videos on Instagram, while likes are the
primary unit for images. N = 1,943. Four posts were excluded from this test because they
received 0 likes, comments, and views.
*p < .05, **p < .01, ***p < .001
Discussion
The findings from this study revealed a few key implications for framing and political
communication. First, while Democrat and Republican women shared political content more
often than personal content, each party prioritized different issues. Second, Instagram as a
platform affords a visual-first emphasis for different political issues. Finally, women most often
framed themselves as the idealist, while still blending populist aspects to showcase their
personality.
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Political Over Personal Content
The first contribution of this study was that the engagement for political videos was
higher than personal videos (see Table 14), which may indicate that Instagram users actually
expect political content from political figures. There is no expectation that political figures’
Instagram content be personal, or that they succumb to the #foodporn or #travelgram trends of
regular users. Followers may appreciate seeing the figure’s personal side, but it may not be
expected the way figures would assume. It may be that Instagram users look to politicians as
thought leaders, and thus expect them to primarily share political content, with the occasional
sprinkling of a personal moment. Political communications scholarship has commonly noted the
acceptance of political content on social media (Halpern & Gibbs, 2013; Jung et al., 2017;
Krzyzanowski & Tucker, 2018), so this study’s findings parallel previous research that claims
Instagram is an appropriate format for political discourse.
Contrary to the study’s hypothesis, women shared political content much more frequently
than personal content. The proportion of political content was likely skewed because of the
women who were campaigning for president. They posted much more frequently than the rest of
the group, which naturally boosted all of the statistics for political posts. Some examples of
political posts are worth examining.
Political content. These political figures used Instagram to spread awareness about their
political messaging, platforms, and causes as well as the efforts they were making on behalf of
their supporters. Both the group of Democrats running for president as well as the women
campaigning for Trump’s re-election, used Instagram as a megaphone to spread the word about
their platforms and messaging. For example, Senator Warren and Senator Gillibrand often shared
campaign-branded infographics and videos that would explain their plans for the changes they’d
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each make as president, and Katrina Pierson (Trump campaign advisor) and Kayleigh McEnany
(Trump campaign press secretary) both shared content featuring Trump supporters who they had
met on the re-election campaign trail (see Figure E9).
For figures who were not focused on the 2020 presidential election, they often posted
about efforts they were making to move legislation forward for causes they championed. For
example, Ivanka Trump often shared updates on her efforts in supporting domestic
apprenticeship programs and economic empowerment for women and women’s GDP (see Figure
E10). Similarly, Senator Cindy Hyde-Smith posted about her legislative efforts to remedy a
flooding crisis in her district and shared images from visits within her district learning about
various programs and local successes.
Additionally, congresswomen such as Ilhan Omar and Alexandria Ocasio-Cortez also
shared these kinds of updates regarding policies and issues for which they were vocal advocates.
For example, Congresswoman Omar shared video from a speech she gave to Congress about
diversity (see Figure E11) and an infographic about her stance on abortion. Congresswoman
Ocasio-Cortez shared an image of herself visiting restaurant workers in her district (see Figure
E12) and video of herself attending a protest with her constituents. Ilyse Hogue, president of
NARAL, mostly posted about abortion rights, which is pertinent given her job title. Hogue’s
content included video news clips of interviews she did, screenshots of news headlines relevant
to the issue, and images of her with abortion activists at meet-ups.
Beyond images of their children in a political setting or context, figures also mixed
personal and political content in other settings as well: Lara Trump attended a state dinner in
England with her husband in support of her father-in-law and President of the United States;
Speaker Pelosi posed with Canada’s Prime Minister Justin Trudeau, but in her caption she
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mentioned their friendly wager on the NBA finals; and Senator Gillibrand took time to play corn
hole with her son during a campaign bus tour (see Figure E20).
Using personal content for political motive. As always with people involved in politics,
one cannot help but wonder whether there is an ulterior (perhaps political) motive for sharing
personal content. Who is using Instagram as a political tool, and who is using it to genuinely
share personal content? Wood, Corbett, & Flinders (2016) previously identified this shift in
politicians’ focus on “shaking off the negative connotations associated with ‘professional
politicians’ and instead attempting to appear ‘just like us’” (p. 581). Though this study found an
overwhelming majority of figures’ posts were political, the sheer existence of personal content
echoes this effort to seem more relatable.
As Lalancette and Raynauld (2017) noted, politicians in the past (including Barack
Obama and Justin Trudeau) have used Instagram as a means of celebrification. Similar to nonpolitical celebrities, as politicians reach celebrity status, followers see them as untouchable elites,
and thus react well to political content—perhaps they like being told what to think or learning
what their opinions are on different issues. On the other hand, pre-social media scholarship noted
that “politicians ignore people because they don’t vote, and young people don’t vote because
politicians ignore them” (Strama, 1998, p. 72). It could be that politicians are received well on
Instagram—regardless of the content being personal or political—because they connect with
followers, who in turn feel heard and inspired to get involved in their local communities.
Personal content. For personal content, figures incorporated their personal life into
Instagram posts in a variety of ways, including by featuring their home setting, their pets, their
workout routines, vacations and personal trips, meals they prepared, and time with their children.
Figures featured their home setting in a few different contexts, including entertaining interns
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while barefoot the living room (see Figure E13), spending time with their kids, and hosting
supporters for a beer on the porch (see Figure E14). Many of the figures loved to post about their
pets (see Figure E15), including Senators McSally and Warren, Congresswoman Stefanik, Lara
Trump, NRA spokeswoman Dana Loesch, and Ivanka Trump. Congresswoman Gabbard and
Lara Trump posted the most often about their workout routines (see Figure E16), and Gabbard
even sometimes showed herself exercising with her staff or with local constituents.
For vacations and personal trips, women shared pictures of their travels with family as
well as the scenery and settings that surrounded them. For example, Loesch shared a couple of
pictures of family jet-skiing and fishing during a Caribbean vacation; Lara Trump shared
pictures of herself with her mom in Ireland and the U.K.; Senator Lisa Murkowski shared a
picturesque view from her childhood home in Alaska during Independence Day weekend; and
Katrina Pierson (Trump campaign advisor) shared pictures of her favorite architecture during a
trip to Barcelona. Congresswoman Stefanik seemed to be the resident chef of the group, often
sharing meals she made from new recipes she had tried. Similarly, Senator Marsha Blackburn
posted about her favorite farmer’s market, where she picked up some fresh lavender at one of the
booths.
Many of the figures also posted about their kids in many different contexts: special days
at school (see Figure E17), backyard graduation parties (see Figure E18), and picnic dates in the
park. Often, there was a political context to the personal mother/child relationship. For example,
Congresswoman Omar posted a picture celebrating her daughter’s seventh birthday with
cupcakes in her office (see Figure E19); Senator Shelley Capito brought her grandson with her to
cast a vote on the senate floor; and Senator Klobuchar’s daughter spoke in support of her mom
on the campaign trail.
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Additionally, regarding personal and political content, this study found that younger
figures shared more personal content than older figures. This echoes Oakley’s (2017) finding that
American Millennials have become increasingly politically active due to social media use.
Younger figures, or those under the age of 45, may have felt more comfortable using social
media themselves, or sharing personal content, since 80% of Instagram users are under the age of
45 (Statista, 2019). Bennett (2012) also identified this trend among younger people in politics,
noting a shift away from political norms, where “young people are forging ahead in many areas
of politics and making it up as they go along” (p. 30).
For political communicators, the findings of this study confirmed that Instagram is an
absolutely viable platform on which to share political content, and it will likely be well received
by users. There is more room for women to mix in a greater portion of personal content,
especially for older women involved in politics. While political content is expected of political
figures, personal content illustrates the less visible side of the figure.
Predominant themes by political party. While both Democrats and Republicans shared
political content more often than personal content, each party prioritized different issues.
Republicans more often shared content that highlighted their families, patriotic symbols, and
their own districts, while Democrats focused on election symbols, diverse communities, and
celebrity association.
Republicans’ predominant frames. The differences in items of compassion among
Democrats and Republicans (see Table 4) indicated that Republican women frame themselves as
family-friendly and family-focused more often than Democrat women, as Republican women
shared content of their own children and families more often. For example, Kimberly Guilfoyle
(Trump administration senior advisor) often posted images with her son, as did Lara Trump
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(Trump administration senior advisor), who even shared video of her son waving to her (see
Figure E1) on the TV during a news interview. This observation contradicts Cook’s (2016)
findings that non-Republican women were the most likely to refer to family. The contrasted
conclusions may be explained in part by the difference between Cook’s (2016) sampling method
and that of the current study’s method. The current study based its sample selection on the
number of Instagram followers of females in politics, while Cook’s (2016) included men in
politics and chose political figures based on factors non-related to social media.
Republicans also displayed patriotic symbols more often than Democrats (see Table 3).
This included images celebrating Independence Day, such as Mercedes Schlapp’s (Trump
campaign advisor) post about the air show at the National Mall, and images featuring the
American flag or interactions with members of the armed forces, such as Katrina Pierson (Trump
campaign advisor) posing with an American flag at a Trump rally or Congresswoman Lisa
Murkowski visiting with wheelchair-confined veterans in front of a memorial in D.C. These
findings echo a recent polling that found Republicans see themselves as more patriotic than
Democrats (Bump, 2019).
Finally, Republican women framed themselves as being more conscientious of their own
districts than Democrat women, likely because many of the Democrat women running for
president were more focused on campaigning all over the country (see Table 5), while
Republican women (none of whom were running for office) were able to focus on their own
districts and constituents. For example, Republican Senator Susan Collins often shared updates
of visits to her state of Maine, including images with border patrol agents, manufacturers, and the
U.S. Coast Guard.
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Democrats’ predominant frames. Specifically for the statesmanship component (see
Table 3), Democrats were more likely to share election and campaign imagery (e.g., campaign
paraphernalia, political hoopla, engaging in live debates), likely because they were the ones
campaigning for the presidential nomination. Democrats also displayed affinity gestures more
often than Republicans (see Table 4). This again was likely because some of the Democrat
women included in the sample were running for President; thus, associated imagery of
reciprocating support is expected. Examples included images such as Senator Harris waving to
supporters at an LGBT pride parade in San Francisco and Senator Kirsten Gillibrand waving
with both hands to a crowd at the Iowa Democratic party convention. Additionally, Democrats
may have shared more election-driven content because historically Democrats have been more
rooted in advocacy, so they are seen as more politically active (Pew Research Center, 2018).
All of the Democratic presidential candidates (Tulsi Gabbard, Kirsten Gillibrand, Kamala
Harris, Amy Klobuchar, and Elizabeth Warren) as well as some non-presidential Democrat
figures (including Speaker of the House Nancy Pelosi) posted about LGBT pride. Something that
likely skewed Democrats’ associations with diverse communities was that June was LGBT pride
month. As mentioned in the methodology, interactions with diverse people (including non-white
minorities and LGBT communities) was included by the researcher under the populist
component of ordinariness to further explore how the political figures interacted with ordinary
people. Posts included stories of LGBT trailblazers and pictures of themselves at different
parades throughout the month.
For example, Senator Amy Klobuchar shared video of her team at a pride parade. Senator
Harris also posted images of her speaking at LGBT pride parades, but she also shared quotes
from key figures in the movement and links to pride-themed merchandise. Senator Gillibrand
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was probably the most vocal about LGBT rights, as she campaigned with drag artist and activist
Marti Cummings for awareness about LGBT equality. Senator Gillibrand also shared links to
pride-themed merchandise. These findings echo Rhodebeck’s (2015) claims that Democrat
presidential candidates have supported gay rights more vocally and more positively than
Republican presidential candidates.
Democrats framed themselves with celebrities (question item of mass appeal) differently
than Republicans. For celebrity appearances and endorsements, there were a few different
strategies employed, including talk show and podcast interviews, posed photo ops, and casual
interactions. While Republicans used these images to highlight their patriotism, families, and
local districts, Democrats used them to push political campaigns, verify their relevance in pop
culture, and give a voice to minority communities and demographics. Senator Harris shared
quotes from celebrities and interviews with TV personalities such as Samantha Bee, Stephen
Colbert, Katy Perry, Ariana Grande, and Demi Lovato. Similarly, Speaker of the House Nancy
Pelosi shared a picture with Jimmy Kimmel, while Senator Gillibrand posed with Busy Phillips
and joked around with Trevor Noah of The Daily Show (see Figure E4).
Republicans appeared with celebrities in a more political/serious setting, such as when
Ivanka Trump and Mercedes Schlapp (both part of the Trump Administration) took pictures with
Kim Kardashian during her White House speech on criminal justice reform, or when Senator
Joni Ernst interviewed actor Chris Evans during his visit to the Capitol (see Figure E5). While
hob-knobbing with celebrities seems like a typical elitist/idealist characteristic, Grabe and Bucy
(2009) count it as populist because it implies that pop cultural figures and the masses accept the
political figure’s platform. An ordinary, potential voter who knows nothing about Senator Harris
may see her posing with Ariana Grande and Katy Perry and like Harris more due to her celebrity
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friends. Democrats’ more frequent interactions with celebrities confirm Gross’s (2018) claims
that celebrities have a politically progressive slant and Klavan’s (2014) assertion that the left
owns culture.
Instagram’s Visuality for Politics
The affordances of Instagram allow for endless combinations of visual blends (e.g.,
multiple-image or multiple-video posts, filters and doodling in stories, and text-over-image
editing). Unlike Facebook and Twitter, on Instagram, the visual is the focus of every post (e.g.,
Facebook and Twitter have the caption above the image, but Instagram reverses this). The visual
comes first as users scroll their feeds, so political figures can use this feature as a way to visually
reemphasize that first and foremost, they are as capable or idealist as any male peer. Then to
include their personality or opinion, the caption underneath the image serves as a subordinate
explanation to give context to the image. Visually, women are still framing themselves in a way
that establishes them as capable stateswomen equal to their male counterparts. However, the
degree to which they blended idealist imagery with populist context (in captions) indicated a key
significance for Instagram as a platform for visual framing.
Furthermore, not only is the type of content shared on Instagram changing, but the
platform itself has carved out a novel functionality for political communicators. Because of the
visual-first nature of the platform, politicians may need to consider the visual before the message
in their communications strategies. When Barack Obama ran for president in the 2008 election,
Instagram was not an option for social media platforms, which is why he leveraged Facebook
and Twitter (Bimber, 2014; Cogburn, D., Espinoza-Vasquez, F., 2011).
A recent study showed that Gen Z (individuals born between 1997 and 2012)
“overwhelmingly preferred” brands contacting them via Instagram over other social media
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channels (Bursztynsky, 2019), so the same may be true for political figures as it was for brands.
Because of this shift in social media to a now visually-dominant ecology, there is an opportunity
for politicians to connect with the next generation by prioritizing the image before the message.
This also aligns with Mustapha & Kashefian-Naeeini’s (2017) research on Gen-Z learners, which
suggested that Gen-Z communicates so differently from previous generations that it may as well
be its own language. The same study found that they respond well to “a complex montage of
images, sound, and communication” (p. 27). Instagram could be considered an ideal avenue to
speak Gen-Z’s language, as it affords content comprised of image and sound. Therefore,
politicians may benefit by using Instagram to build a relationship with this new audience.
Blending Idealist and Populist Frames
Surprisingly, there was a consistently nuanced mix of idealist imagery with populist
caption language. An explanation for this blending may be that women in politics are trying to
prove they’re both credible and legitimate (idealist) but also appear an everywoman who can
relate to ordinary people and the masses (populist). In many cases, the posts mixed an idealist
(elitist) image with a caption gave the overall post a populist (ordinary) context. For example,
Senator Warren shared pictures of herself interacting with children at rallies (see Figure E6),
which indicate characteristics of the idealist components of compassion and statesmanship, but
then the caption would applaud grassroots donors or solicit small donations from supporters:
“chip in $3 or whatever you can” (Figure E6). Both comments were both very populist by nature.
Another example of blending the idealist/populist frames is seen in a behind-the-scenes
post from Congresswoman Rashida Tlaib in which she was getting ready to do a live broadcast
interview, but was not wearing her shoes (see Figure E7). The imagery of her in the spotlight,
with ABC news screens behind her sets an idealist tone, but her caption explaining how bare feet
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keep her grounded paints her as a more ordinary, “normal” person who gets nervous just like
everyone else. Additionally, Senator Martha McSally shared an image of herself speaking with a
Department of Defense official at the Pentagon (see Figure E8); both interacting with state
officials and standing on the steps of the Pentagon are statesmanship characteristics that paint her
as a credible public official. However, the caption tells her followers to “stand up for what [they]
believe in” and to never take no for an answer, in reference to her efforts on tackling sexual
assault in the military. Again, the caption gives a populist context to idealist imagery.
This blending is important because it may indicate that women are not conforming to
traditional political framing. Schmitt & Brant (2019) asked, “How do women go about ascending
the ranks of the US Congress and beyond when the institution is gendered and the public and
their colleagues alike view leadership through the lens of masculine traits?” (pp. 288-289). This
may be how: by sharing imagery that proves they can hold their own with the men, but also
relating to people with a more populist tone that says they’re in the fight together.
Furthermore, women may rely on the idealist frame to visually align themselves with
masculine ideals and legitimize their political aspirations and credibility. Flicker (2013)
identified this notion previously with German Chancellor Angela Merkel, who eliminated “any
noticeable elements of feminization” via her public—and visual—image (e.g., wardrobe,
accessories) and in turn became “a permanent member in the club of the worldwide most
powerful politicians” (p. 212). However, when these figures take an idealist image and add their
opinion or commentary to the caption, it occasionally allowed for a populist twist on a traditional
political image. Fountaine (2017) explained that social media messaging has a more feminine
communication style (e.g., personal, conversational, interactive), and this seemed to be the case
in the present study. These findings that show women blend populist and idealist content echoes
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Ha’s (2018) concept of hybrid masculinity, which explains how women frame themselves in a
way that balances masculine and feminine traits. Women are expected to be both, to do it all;
maybe this is them showing they can.
Conclusion
This study explored how women involved in U.S. politics visually framed themselves on
Instagram. It built upon Grabe & Bucy’s (2009) visual political framing methods and found that
women in U.S. politics framed themselves as idealist more than populist and shared more
political content than personal content. The researcher originally hypothesized that women
would use Instagram to highlight personal content, but instead found that women in politics are
unabashedly using Instagram for political reasons, and users appear to welcome this approach.
Limitations and Future Research
The complexity of this study gave way to some key limitations. First, for multiple image
posts, the researcher only coded the first image, so the second and subsequent visuals were not
accounted for in the data. Second, there were times when it was difficult to decide whether a post
was overall populist or overall idealist, as many of the posts had a blend of idealist imagery with
populist captions. Third, it cannot be known whether the figures in this study posted to Instagram
themselves, or if they had staff managing their social media. It should be noted that there is
always the possibility that some of the social media content, thought the figure herself may
approved it, is being handled by a member of her PR or social media team. Next, the Grabe &
Bucy (2009) framework used for this study focused on male politicians; it did not account for
female politicians. Additionally, video news clips were coded two different ways depending on
the context; news video clips that showed the political figure on a broadcast news segment were
coded as idealist while clips that showed her with well-known TV personalities such as Jimmy
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Fallon and the hosts of Good Morning America were coded as populist. Finally, infographics or
text-only posts did not account for whether or not the figure supported women or
diverse/minority communities, so some politicians may have supported women or
diverse/minority communities more frequently than reported.
Future research is needed to assess the effectiveness of sharing personal content on
Instagram for future female candidates, activists, and community leaders. Such findings could
indicate a need to modify framing theory. Future research could also focus on how this
framework plays out among content posted by men involved in U.S. politics, as well as how men
and women frame themselves on other social media platforms. It would also be interesting to
examine whether different genders gravitate to either the idealist or populist frame. For political
and personal content, future research could examine whether personality is more visible with one
frame or the other. Finally, researchers could also explore how politicians frame competing
candidates as the sure loser, the third frame in Grabe & Bucy’s (2009) work.
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Appendices
Appendix A
Coding Sheet

Caption Content

Initial

Basic Female Figure’s Information (Fill this out only once per figure)
1. Political Figure Name: ______________________
2. Political Affiliation: Democrat
Republican
3. Political Category: Congress
Administration of POTUS
National Advocacy
Group
4. Election Status: _______ Elected
______ Running for Re-election
______Running for President
5. Year born: ________
6. Number of followers: _______________
7. Number of accounts she follows: _________________
8. Instagram bio:__________________
9. Number of posts: ______________________
Post Information (Fill this out for every post)
1. Date of Post: _________
Post includes: ___Text only ___Video ___Image ___Motion Graphic Visual
Post type: ___Political ___Personal ___Other:__________
Number of Comments:
Number of Likes or Views:
Multiple or single image/video post? ___Multiple ___Single
Is she looking at or away from the camera? ___At
____Away
____“#Repost”
____ Hashtags
____“Link in bio”
____Quote
____Political commentary
____Funny/silly caption
____Inspirational quote
____Soliciting engagement
____Providing tips
____“Real talk” caption
____Other: __________________________

Idealist Framing Techniques

Type of Instagram Post
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___News Story
___Meme
___Infographic
___Selfie Image
___Selfie Video
___Video News clip
___Professional, edited video
___Natural, unfiltered video
___Screenshot of another social media post
___Screenshot or image of a news story
___Natural, unfiltered photo
___Professional, edited photo
____Other: __________________________
Statesmanship (The Ideal Candidate)
___Pictured with elected officials and state leaders
___Patriotic symbols (e.g., waving the American flag, putting her hand over her
heart)
___Symbols of progress (e.g., manufacturing plants)
___Identifiable entourage (e.g., reporters, aides),
___Campaign paraphernalia
___Political hoopla (e.g., streamers)
___Engaging in an election debate
___Office staff appreciation
____Other: __________________________
Compassion (The Ideal Candidate)
___With other children
___With her own children
___With other families (e.g., parents or military families)
___With her own family (e.g., her own parents, siblings)
___Admiring women
___Religious symbols
___Affinity gestures (thumbs up, waving, holding babies)
___Physical embraces
___Interacting with individuals (e.g., listening, shaking hands, taking pictures)
____Other: __________________________

Other Personal Content: Personal Preferences & Personality

Populist Framing Techniques
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Ordinariness (The Populist Campaigner)
___Casual dress
___Athletic clothing
___With ordinary people
___Engaging in physical activity
___Acts of service
___Interactions with diverse/minority communities (LGBT, minority races, etc.)
___Local district/state appreciation
____Other: __________________________
Mass Appeal (The Populist Campaigner)
___Celebrities
___Large audiences
___Approving audiences
___Interaction with crowds
____Other: __________________________
Personal Life (Performative Intimacy)
___ Figure’s home setting
___ Pets
___ Parenting style
___ Significant other
___Traveling on vacation
___Childhood photos of herself
___Showing off her garden
____Other: __________________________
Personal Grooming and Style (Performative Intimacy)
___Makeup routine
___Favorite products revealed
___Workout routine
___Styling tips
___Closet sneak peek
____Other: __________________________
Other Preferences (Performative Intimacy)
__Recipe tested or shared
__Meal featured
__Generic close up of flowers she received or grew
__Entertainment preferences
____Other: __________________________
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Circle one (based on which frame has more tallies):
Comments:

Populist

Idealist
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Appendix B
Coding Definitions
Coding Item

Definition

Examples (if applicable)

Position/Title

The figure’s job
title and position
The type of
category they fall
into within the
sample.
This can be found
via Google or
Wikipedia. Just
their year of birth
(not month/day) is
sufficient.
The date the
researcher coded
the post.
The date the
political figure
published the post
on Instagram. This
is located at the
bottom of the post
on the mobile app.
The time of the
post. This can be
seen on
www.Instagram.com.
It may not be
visible via the
mobile app.

Congresswoman, CEO, Director of
Human Resources, etc.
Congress, member of President Trump’s
administration, or member of a national
advocacy group.

Political Category

Year Born

Date Conducted
Date of Post

Time of Post

N/A
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Post includes: Text
only, video, image

This indicates
whether the
Instagram post is
an image, a video,
or text. An image
and video are selfexplanatory, but
two examples of a
text-based post are
provided to the
right.

74
Post type: Political,
personal, or other

This indicates
whether, at first
glance, the post is
political or
personal in nature.
For example, to the
right, two posts
from Press
Secretary Sarah
Huckabee Sanders
portray this
difference. The
political one would
be her talking to
the press, and the
personal one would
be her kids eating
donuts.
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Caption Content
“#Repost”

Hashtags
“Link in bio”

Quote

Political
commentary

Funny/silly caption

This indicates
whether the post’s
caption includes
the hashtag
“#Repost” in the
caption

This is coded if the
post’s caption has
any hashtags in it.
This is coded for if
the caption
indicates to
followers that there
is a link in their bio
for a certain article,
video, or petition.
This is coded for if
the caption
includes a quote
from someone else,
or a quote from the
figure.
This is coded for if
the political figure
shares her personal
opinion on a
political issue in
the caption.
This is coded for if
the caption intends

76

Inspirational quote

Soliciting
engagement

Providing tips

Type of Post
News story

to make a joke or
lighthearted
comment.
This is coded for if
the figure shares a
well-known
inspirational quote,
perhaps for a
holiday or day of
remembrance.
This is coded for if
the figure asks
followers to
“comment below”
or “share” her post.
This is coded for if
the figure shares
advice or tips with
her followers.
This is coded for if
the image is of a
news story
screenshotted. For
example, NRA
Spokeswoman
Dana Loesch
shared a screenshot
of her recent
interview on Fox
News. Press
Secretary Sanders
shared a story
about a soldier she
met on a trip.

77

Meme

This is coded for if
the figure shares a
meme to her
Instagram account.
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Infographic

This is coded for if
an infographic is
posted, such as the
one to the right.

Selfie Image

This is coded for if
the image is a
selfie, where the
subjects in the
image are taking a
photo of
themselves.
This is NOT coded
for if the image is
of someone else
taking a selfie with
the figure (see
bottom example).

YES
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YES

 NO
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Selfie Video

This is coded for if
the figure is
filming herself in
the video.

Video news clip

This is coded for if
the figure shares a
video news clip,
either of herself on
a show being
interviewed, or of
others in a news
clip. She does not
have to be in the
news clip in order
for it to count.
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Campaign/produced
video

A
campaign/produced
video is coded for
if the video is
clearly edited, and
professionally
shot/produced. It
can be either a
recap video from a
trip or event, a
campaign video
that highlights the
figure’s campaign
promises or results
delivered, or some
kind of
announcement or
speech.

Screenshot of
another social
media post

This is coded for if
the figure shares a
screenshot of a
post from another
social media
platform, such as
Twitter or
Facebook.
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Natural, unfiltered
photo

This is coded for if
the photo is natural
and has no filter or
editorial look to it.

Professional, edited
photo

This is coded for if
the image shared
clearly comes from
a professional
photographer, a
magazine
interview, or an
editorial
photoshoot.
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Statesmanship
Symbols of
progress

This is coded for
when the image or
video depicts
images of progress,
such as meeting
with key groups to
move projects or
efforts along, or
shows “linkage to
symbols of
economic or
technological
progress, including
Wall Street,
NASA, or hightech technology
manufacturing
plants” (Grabe &
Bucy, 2009, p.
290).
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Identifiable
entourage

This is coded for
when there is a
“portrayal or an
entourage,
including security
personnel, political
aides, family,
reporters, a
motorcade,
caravan, or police
vehicles” (Grabe &
Bucy, 2009, p.
290).
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86
Campaign
paraphernalia

This is coded for
when there is
“clear visual
representation of a
candidate’s name
on campaign
memorabilia, such
as posters, banners,
buttons, signs, or
even
transportation”
(Grabe & Bucy,
2009, p. 290). This
may also be coded
for if initiatives
within an
administration
have branding
(such as Be Best or
Women’s Global
Development &
Prosperity
Initiative WGDP).
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Political hoopla

Compassion:
With other children

This is coded for if
the figure appears
with streamers,
balloons, banners,
or signs at a rally,
election
celebration, or
speech.

Coded for when
the figure is
interacting with,
holding, or
embracing
children.
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Admiring women

Coded for when
image portrays the
figure “expresses
admiration,
excitement, awe, or
other signs of
approval; also,
enthusiastic female
supporters shown
smiling, cheering,
or waving” (Grabe
& Bucy, 2009, p.
290).

Religious symbols

Coded for when
the figure is
portrayed “at
places of worship,
or among religious
figures, or visual
associations with
religious symbols
such as pulpits,
crosses, candles, or
religious
scriptures” (Grabe
& Bucy, 2009, p.
290).

With her own
children

Coded for when
the figure is
pictured with her
own children.

(The above example for religious
symbols would also count as with her
own children).
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With other families
(e.g., parents or
military families)

Coded for when
the figure is
portrayed with
other families.

___With her own
family (e.g., her
own parents,
siblings)

Coded for when
the figure is
portrayed with her
own family,
including parents,
siblings, children,
spouse/significant
other.
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___Affinity
gestures (thumbs
up, waving, holding
babies)

Coded for when
she is showing
gestures of affinity
such as giving a
thumbs up or peace
sign, waving,
holding a baby, or
tipping her hat.

___Physical
embraces

Coded for when
she is physically
embracing an
individual or child,
such as hugging,
shaking hands
with, or even
kissing supporters
(maybe on the
cheek).
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___Interacting with
individuals (e.g.,
listening, shaking
hands, taking
pictures)

Coded for when
she is “engaging
with supporters
and giving
individual attention
to well-wishers,
without physical
contact” (Grabe &
Bucy, 2009, p.
291).
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Ordinariness:
Casual dress

Coded for if she is
wearing casual
clothing such as
jeans, a t-shirt,
ballcap, bomber
jacket, jean jacket,
windbreaker,
sneakers, etc.
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Athletic clothing

Coded for if the
figure is pictured in
a sweat suit, shorts,
jogging gear, ski
attire, wearing a
helmet, swimsuit,
exercise clothing,
etc. Sneakers or a
ballcap as part of a
casual outfit do not
count as athletic
clothing.
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With ordinary
people

This is coded for
when the figure is
with “common
folk, including
visits to
disadvantaged
communities or
manufacturing
plants” (Grabe &
Bucy, 2009, p.
291).
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Engaging in
physical activity

This is coded for if
the figure is
depicted in
physical activity
such as a sport
(skiing, throwing a
ball, fishing,
running,
snowmobiling,
etc.), hobby or
physical work (ie.
Gardening,
shoveling dirt,
delivering meals to
people, hunting, or
other outdoor
activities), etc.
Note: Posing in
exercise clothing
but not actually
engaging in the
associated activity
(such as Dana
Loesch in her ski
attire posing with
her family) does
not count as
engaging in
physical activity,
but would be
counted as wearing
athletic clothing
(see “athletic
clothing” definition
above). The image
must be an action
shot in order to be
coded as such.
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97
Acts of service

This is coded for
when the figure is
seen helping
others, usually
after a natural
disaster of some
sort. This also
includes visiting
the sick and
hospitalized.
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Mass Appeal
Celebrities

This is coded for
when the figure is
seen with
celebrities, who for
the purpose of this
study include
“movie stars, TV
personalities,
musicians, rock
stars, well-known
athletes, and the
like” (Grabe &
Bucy, 2009, p.
291).
Note: For the
purpose of this
study, though
Donald Trump
could be
considered a TV
personality and
celebrity, he will
not be counted as
such, as this may
skew the
“celebrity”
variable’s results
given his frequent
appearances with
conservative
female political
figures.

99
Large audiences

This includes
“shots of
supporters tightly
packed into a space
or portrayals of the
candidate
appearing before a
mass of supporters;
also, aerial shots of
mass attendance at
rallies” (Grabe &
Bucy, 2009, p.
291).

Approving
audiences

This will be coded
for when the image
shows the figure
interacting with
audiences that are
“applauding,
waving, cheering,
laughing,
whistling, nodding
in approval,
wearing campaign
paraphernalia, or
toting campaign
memorabilia”
(Grabe & Bucy,
2009, p. 291).

Interaction with
crowds

This is coded for
when the figure is
either “giving

100
rapid, anonymous
handshakes, grips,
or touches to
groups of
supporters with no
individualized,
fixed engagement
with anyone in
particular” (Grabe
Bucy, 2009, p.
291).
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Appendix C
Sample List of Women in U.S. Politics
Below is the content sample of women in U.S. politics. These include women who hold positions
in the U.S. Congress (Rutgers, 2019), women who work for the Trump administration (Kerns,
2018), and women who hold positions of leadership in key national advocacy groups (Hastley,
2011; Hawkins, 2018; Henry Buhl Library, 2019; Leach, 2014; Renbaum, 2018; Wilson, 2017).
PART A: Women in the 2019 Congress
Senators:
Tammy Baldwin
Marsha Blackburn
Catherine Cortez-Masto
Maria Cantwell
Shelley Moore Capito
Susan Collins
Tammy Duckworth
Joni Ernst.
Dianne Feinstein
Deb Fischer
Kirsten E. Gillibrand
Kamala Harris
Maggie Hassan
Mazie Hirono
Cindy Hyde-Smith
Amy Klobuchar
Martha McSally
Lisa Murkowski
Patty Murray
Jacklyn Rosen
Jeanne Shaheen
Kyrsten Sinema
Tina Smith
Debbie Stabenow
Elizabeth Warren
Representatives:
Alma Adams
Cindy Axne
Nanette Barragan
Karen Bass
Joyce Beatty
Lisa Blunt Rochester

Suzanne Bonamici
Susan Brooks
Julia Brownley
Cheri Bustos
Kathy Castor
Liz Cheney
Judy Chu
Katherine Clark
Yvette Clarke
Angela Craig
Sharice Davids
Susan Davis
Madeleine Dean
Rosa DeLauro
Diana DeGette
Suzan DelBene
Val Demings
Debbie Dingell
Veronica Escobar
Anna Eshoo
Abby Finkenauer
Virginia Foxx
Lois Frankel
Marcia Fudge
Tulsi Gabbard
Sylvia Garcia
Kay Granger
Debra Haaland
Vicky J. Hartzler
Jahana Hayes
Jaime Herrera Beutler
Katherine Hill
Kendra Horn
Chrissy Houlahan

Pramila Jayapal
Eddie Bernice Johnson
Marcy Kaptur
Robin Kelly
Ann L. Kirkpatrick
Ann McLane Kuster
Brenda Lawrence
Barbara Lee
Susie Lee
Sheila Jackson Lee
Debbie Lesko
Zoe Lofgren
Nita Lowey
Elaine Luria
Carolyn Maloney
Doris Matsui
Lucy McBath
Betty McCollum
Cathy McMorris Rodgers
Grace Meng
Carol Miller
Gwen Moore
Debbie Mucarsel-Powell
Stephanie Murphy
Grace Napolitano
Alexandria Ocasio-Cortez
Ilhan Omar
Elizabeth Pannill Fletcher
Nancy Pelosi
Chellie M. Pingree
Katherine Porter
Ayanna Pressley
Kathleen Rice
Martha Roby

102
Lucille Roybal-Allard
Linda Sanchez
Mary Gay Scanlon
Jan Schakowsky
Kim Schrier
Terri Sewell
Donna Shalala
Mikie Sherrill
Elissa Slotkin
Abigail Spanberger
Jackie Speier

Elise Stefanik
Haley Stevens
Dina Titus
Rashida Tlaib
Norma Torres
Xochitl Torres Small
Lori Trahan
Lauren Underwood
Nydia Velazquez
Ann Wagner
Jackie Walorski

Debbie Wasserman
Schultz
Maxine Waters
Bonnie Watson Coleman
Jennifer Wexton
Susan Wild
Frederica Wilson
Jenniffer Gonzalez
Eleanor Holmes Norton
Stacey Plaskett
Amata Radewagen

PART B: Women Appointed by the Trump Administration as of January 11, 2020
Heather Brand, Associate Attorney General
Jovita Carranza, U.S. Treasurer
Kelly Craft - UN Ambassador Nominee
Elaine Chao, Secretary of Transportation
Kellyanne Conway, Counselor to the President
Betsy DeVos, Secretary of Education
Jessica Ditto, Deputy Director of Communications
Kimberly Guilfoyle, Senior Advisor to the President
Gina Haspel, CIA Director
Kayleigh McEnany, National Press Secretary for the Trump 2020 Presidential Campaign
Linda McMahon, Administrator of the U.S. Small Business Administration
Katrina Pierson, Senior Advisor for the Trump 2020 Presidential Campaign
Dina Powell, Deputy National Security Adviser
Neomi Rao, Regulation Czar
Kelly Sadler, Director of Surrogate & Coalitions Outreach
Mercedes Schlapp, Senior Communications Advisor
Ivanka Trump, Advisor to the President
Melania Trump, First Lady
Lara Trump, Campaign Adviser for the Trump 2020 Presidential Campaign
Seema Verma, Administrator of the Centers for Medicare and Medicaid Services
PART C: Women in Leadership Positions at National Advocacy Groups as of May 1, 2019
NAACP (National Association for the Advancement of Colored People)
Karen Boykin-Towns, Vice Chair of the NAACP
Denese Carroll, COO/CTO, NAACP
Eris Sims, Chief of Staff, NAACP
Maisha Simmons, Deputy Chief Deputy Development Officer, NAACP
Janette McCarthy Louard, Deputy General Counsel, NAACP
Patricia Pinchinat, VP of HR, NAACP
Hilary Shelton, SVP for Advocacy, NAACP
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Aba Blankson, SVP of MArketing & Communications, NAACP
Paula Brown-Edme, VP of Training
Carmen Watkins, Interim VP,
Tiffany Dena Loftin, Director of NAACP youth division
Lottie Joiner, Editor in Chief of the official publication of the NAACP
NARAL (National Association for the Repeal of Abortion Laws)
Ilyse Hogue, President
Kristin Ford, National Comms Directior
Sasha Bruce, SVP for Campaigns
Melissa Schwartz, CDO
Amy Everitt, VP for Special Projects
Kimberley Robinson, VP of HR & Operations
Adrienne Kimmell, VP or Comms and Startegic REsearch
Ellie Langford, Opposition Research Director
Shelley O’Brien, Director of Major Gifts
Elizabeth Schoetz, Chief of Staff
Kate Thomas, Digital Director
AIPAC (American Israel Public Affairs Committee)
Chrystal Kern, CFO
Americans for Prosperity
Emily Seidel, CEO
Frayda Levin, Board of Directors
Sarah Field, VP of Judicial Strategy
Nancy Pfotenhauer, Board of Directors
National Association of Realtors
Tracy Kasper, VP of Advocacy
Elizabeth Mendenhall, Immediate Past President
AARP (American Association of Retired Persons)
Jo Ann Jenkins, CEP
Martha Boudreau, EVP and CCMO
Nancy LeaMond, EVP and Chief Advocacy Officer
Lisa Marsh Ryerson, President, AARP Foundation
Nancy Smith, EVP & Corporate Secretary
Debra Whitman, EVP and Chief Public Policy Officer
AMA (American Medical Association)
Denise Hagerty, SVP and CFO
Laurie McGraw, SVP, Health Solutions
Leslie Weber, SVP & CIO
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US Chamber of Commerce
Suzanne Clark, SEVP
Carolyn Cawley, SVP
Lisa Rickard, President, US Chamber Institute for Legal Reform
Michelle Russo, SVP and CCO
Agnes Warfield-Blanc, EVP Development
NRA (National Rifle Association)
Dana Loesch, Communications Director
Marion Hammer, B of D
Patricia Clark, B of D
Sandy Froman, B of D
American Conservative Union
Chandler Madden, Comms Coordinator
Family Research Council
Sharon Helton, Senior Director of Events
National Association Broadcasters (Executive Committee)
Caroline Beasley, CEO Beasley Media Group
Emily Barr, President & CEO Graham Media Group
Kim Guthrie, President Cox Media Group
Planned Parenthood Federation of America
Alexis Johnson, Acting President
Naomi Aberly, Head of Advocacy & Fundraising
Kim Custer, EVP, Health Care
Latanya Frett, VP of Global Programs
Sara Flowers, VP Education
Debra White, SVP & General Counsel
Danni Hill, Chief HRO
Vickie Barrow-Klein, CFO
Live Action
Lila Rose, President and Founder
Kelli K., Managing Editor
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Appendix D
Top 20 Women in Congress on Instagram by Number of Followers
List of top 20 Republican and Democrat Congresswomen, and the number of followers on each
of their Instagram accounts.
Name
Alexandria Ocasio-Cortez
Kamala Harris
Elizabeth Warren
Ilhan Omar
Nancy Pelosi
Maxine Waters
Rashida Tlaib
Kirsten E. Gillibrand
Tulsi Gabbard
Amy Klobuchar
Susan Collins
Lisa Murkowski
Elise Stefanik
Marsha Blackburn
Joni Ernst.
Martha McSally
Cathy McMorris Rodgers
Shelley Moore Capito
Cindy Hyde-Smith
Susan Brooks

Office
Congresswoman
Senator
Senator
Congresswoman
Congresswoman
Congresswoman
Congresswoman
Senator
Congresswoman
Senator
Senator
Senator
Congresswoman
Senator
Senator
Senator
Congresswoman
Senator
Senator
Congresswoman

Followers
3,900,000
2,000,000
1,800,000
1,000,000
649,000
320,000
272,000
229,000
193,000
81,000
12,000
12,000
11,000
9,000
9,000
6,000
6,000
4,000
4,000
3,000

Political Party
Democrat
Democrat
Democrat
Democrat
Democrat
Democrat
Democrat
Democrat
Democrat
Democrat
Republican
Republican
Republican
Republican
Republican
Republican
Republican
Republican
Republican
Republican
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Appendix E
Instagram Posts Mentioned in the Discussion
These visuals, referenced in the discussion section, highlight some of the Instagram posts
included in the sample (N = 1947).
Figure 1. Instagram post from Lara Trump.

Figure 1. Lara’s son waves to her while she makes a guest appearance on Fox News.
Trump, L. [laraleatrump] (2019, July 1). Hi mom! Hi Ben?! [Instagram post].
Retrieved from https://www.instagram.com/
Figure 2. Instagram post from Senator Warren.

Figure 2. Senator Warren calls a supporter to thank her for her donation.
Warren, E. [elizabethwarren] (2019, May 2). I missed Shannon on the first try… [Instagram
post]. Retrieved from https://www.isntagram.com/
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Figure 3. Instagram post from Congresswoman Stefanik.

Figure 3. Congresswoman Stefanik greets participants of the Saratoga County Fair.
Stefanik, E. [elisestefanik] (2019, July 27). Great photo from the talented photographer…
[Instagram post]. Retrieved from https://www.instagram.com/
Figure 4. Instagram post from Senator Gillibrand.

Figure 4. Senator Gillibrand shares a moment with The Daily Show host Trevor Noah.
Gillibrand, K. [kirstengillibrand] (2019, May 20). Watch @thedailyshow tonight at 11 pm ET!
[Instagram post]. Retrieved from https://www.instagram.com/
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Figure 5. Instagram post from Senator Ernst.

Figure 5. Senator Ernst interviews actor Chris Evans.
Ernst, J. [senjoniernst] (2019, June 26). From the movie screen to the U.S. Senate… [Instagram
post]. Retrieved from https://www.instagram.com/
Figure 6. Instagram post from Senator Warren.

Figure 6. Senator Warren interacts with a young supporter.
Warren, E. [elizabethwarren] (2019, June 29). Every girl should grow up knowing that they can
fight from the heart and win… [Instagram post]. Retrieved from https://www.instagram.com/
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Figure 7. Instagram post from Congresswoman Tlaib.

Figure 7. Congresswoman Tlaib shares a behind-the-scenes moment.
Tlaib, R. [rashidatlaib] (2019, July 7). Yes, sometimes I take my shoes off when I do live
interviews… [Instagram post]. Retrieved from https://www.instagram.com/
Figure 8. Instagram post from Senator McSally.

Figure 8. Senator McSally speaks with an official from the Department of Defense.
McSally, M. [senmcsallyaz] (2019, May 7). Never take no for an answer & stand up for what
you believe in… [Instagram post]. Retrieved from https://www.instagram.com/
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Figure 9. Instagram post from Kayleigh McEnany.

Figure 9. Trump 2020 campaign press secretary McEnany poses with Trump supporters after a
rally.
McEnany, K. [kayleighmcenany] (2019, June 19). The media tells us “women just don’t support
Trump” WRONG!... [Instagram post]. Retrieved from https://www.instagram.com/
Figure 10. Instagram post from Ivanka Trump.

Figure 10. Ivanka Trump celebrates with Côte d’Ivoire locals.
Trump, I. [ivankatrump] (2019, July 10). In April during my trip to Côte d’Ivoire, W-GDP &
MCC pushed for critical reforms to advance women’s legal rights… [Instagram post].
Retrieved from https://www.instagram.com/
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Figure 11. Instagram post from Congresswoman Omar.

Figure 11. Congresswoman Omar speaks at a rally in Washington, D.C.
Omar, I. [ilhanmn] (2019, May 2). Thank you to my sisters who showed up for me this week…
[Instagram post]. Retrieved from https://www.instagram.com/
Figure 12. Instagram post from Congresswoman Ocasio-Cortez

Figure 12. Congresswoman Ocasio-Cortez mingles with restaurant workers in her district.
Ocasio-Cortez, A. [ocasio2018] (2019, May 31). According to ROC, 1 in 10 NYCers work in the
restaurant industry… [Instagram post]. Retrieved from https://www.instagram.com/
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Figure 13. Instagram post from Senator Murkowski.

Figure 13. Senator Murkowski opens a gift from her interns.
Murkowski, L. [senlisamurkowski] (2019, July 1). Every year I host my summer interns at my
home in D.C. for a BBQ to celebrate… Instagram post]. Retrieved from
https://www.instagram.com/
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Figure 14. Instagram post from Senator Warren.

Figure 14. Senator Warren cheers beers and iced tea on her front porch with supporters.
Warren, E. [elizabethwarren] (2019, July 21). I had a terrific time with Mike (our team Warren
“Grab a Beer* with Elizabeth” contest winter) and his wife… [Instagram post].
Retrieved from https://www.instagram.com/
Figure 15. Instagram post from Senator McSally.

Figure 15. Senator McSally celebrates Independence Day with her golden retriever dog.
McSally, M. [senmcsallyaz] (2019, July 4). Happy Fourth! [Instagram post].
Retrieved from https://www.instagram.com/
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Figure 16. Instagram post from Lara Trump.

Figure 16. Lara Trump shares a clip of her personal training session.
Trump, L. [laraleatrump] (2019, July 30). This baby loves a @teammaloney workout! [Instagram
post]. Retrieved from https://www.instagram.com/
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Figure 17. Instagram post from Congresswoman McMorris.

Figure 17. Congresswoman McMorris spends a morning at her daughter’s school.
McMorris, C. [cathymcmorris] (2019, May 10). Shout out to Grace’s 2nd grade teacher, Ms.
Weekes for a very special time at #muffinswithmom! [Instagram post].
Retrieved from https://www.instagram.com/
Figure 18. Instagram post from Dana Loesch.

Figure 18. NRA spokeswoman Dana Loesch (right) sumo wrestles with her son at his high
school graduation party.
Loesch, D. [dloesch] (2019, May 18). How we grad party. #Classof2019. [Instagram post].
Retrieved from https://www.instagram.com/
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Figure 19. Instagram post from Congresswoman Omar.

Figure 19. Congresswoman Omar celebrates her daughter’s 7th birthday in her office.
Omar, I. [ilhanmn] (2019, June 11). Being a mom and a member of Congress, looks like birthday
parties in your office and cupcake stains on your dress… [Instagram post].
Retrieved from https://www.instagram.com/
Figure 20. Instagram post from Senator Gillibrand.

Figure 20. Senator Gillibrand plays corn hole with her son on the campaign trail.
Gillibrand, K. [kirstengillibrand] (2019, May 25). Hey guys, Henry again! Figured I’d wrap up
the day with a bang! … [Instagram post]. Retrieved from https://www.instagram.com/

